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EXECUTIVE SUMMARY

Utah’s wide open spaces might make the state seem rural, but it is in fact one of the most
highly metropolitan/urbanized states in the nation, and is expected to become even more
so over the next generation. Utah’s metropolitan areas appear to be significantly distinct
from the state’s rural regions. Even though many of the communities in this Utah metro
area are sometimes viewed as being predominantly metro/urban or sprawl centers, the
Utah cities in these metro areas have unique economic characteristics. While these
communities are generally growing faster and with educational attainment rates higher
than the rest of Utah, poverty is also increasing faster. These metro areas also are
typically confronting issues associated with high rates of growth. Consistent with this
growth, the areas are becoming more diverse.

In fall 2006 a Utah State Extension task force was formed to consider the impacts these
demographic changes may have on Utah State University Extensions’ ability to remain
responsive and valued by this growing population. The task force has invested
considerable time and energy in analyzing the potential future these changes may have
and are now having in USU Extension. The task force believes that the future for Utah
Extension is now. USU Extension must take action to deal with the changing nature of
the state’s population. We must be willing to accelerate, adapt, and adopt priorities which
will further ensure the relevance of Utah State University in 21% century Utah
communities, both urban and rural. The recommendations below represent an executive
summary for each area addressed by the task force.

Collaboration and Partnership Development

e We need to increase our visibility and ability to market our programs and
willingness to collaborate with others, establishing distinct roles and
responsibilities. We need to make sure we are visible in the community.

e Extension staff needs to develop skills and understanding on how to form
effective coalitions and partnerships, while maintaining autonomy.

e Extension staff needs the administration’s assistance in establishing networks and
partnerships.

e An Extension Metro Center approach should be explored, with a goal of
coordinating programming and administration for the entire Utah metro area.

e We need to learn how to approach partners to enhance funding, support staff, and
volunteer time to assist in programming.

Programming Considerations

e We need to increase programming in aging, disaster management, work/ family
balance, life skills education, 4-H/youth programming geared to needs of
metro/urban youth, address the diversity of the metro/urban population, train
volunteers, and recruit staff prepared to work in an metro/urban environment



We must increase programming in conservation of urban natural resources, land
use planning, metro/urban farm markets, and environmentally supportive
horticulture.

We need to sustain financial management, housing education, nutrition and
healthy lifestyle education including obesity prevention, management of diabetes,
healthy heart education, and education to provide a sustainable food supply
through gardening.

Marketing and Delivery

We need a better system for marketing to the metro population, with strong brand
identification in print, Web, and office locations. We need to improve marketing
tools, direction, and education for county staff and increase funding for marketing
to the metro/urban population.

We need to find appropriate locations and delivery methods for programming that
meet the needs and the availability of the metro/urban clientele.

We must produce higher quality educational materials that lend credibility to our
educational programs and that are consistent across the metro region.

We need to adopt an attitude that we will charge adequate, appropriate fees for
our programs and materials and will use these fees for sustaining and enhancing
programs.

4-H staff should focus on development of “Train the Trainer” type programs that
can be sustained by adult and youth volunteers. Programming should be fee-
based to offset costs, and should emphasize long-term versus short-term activities
for real impact.

Staff Support

Extension staff needs to mirror the needs and diversity of the metro/urban
population and expand beyond the traditional subject matter areas of Family and
Consumer Science, Agriculture, and Natural Resources.

We need more staff diversity in language, ethnicity, color and professional
backgrounds.

We need a metro regional director with administrative authority who would be the
connection between administration on campus and field staff and who would be
the face of Extension leadership in the metro sector of the state.

Funding needs to be pooled from metro/urban counties to support cross-county
programming and staffing, allowing staff to specialize and develop areas of
strength.

Staffing models may need to be more varied, including use of full time staff, but
also paraprofessionals and short-term staff with special skills not necessarily tied
to a tenure track.

Hiring procedures need to be streamlined and improved to connect with the skill
sets of people needed to fill the various needed roles.



METRO EXTENSION ....THE FUTURE IS NOW

Utah’s wide open spaces might make the state seem rural, but it is in fact one of the most
highly metro/urbanized states in the nation and is expected to become even more so over
the next generation. As of 2003, 76% of the state’s residents lived along the Wasatch
Front in a four county region (Davis, Salt Lake, Utah, and Weber counties). It is also
projected that by 2020 a million more people will be added to the state’s current
population of 2.55 million. That population growth will occur disproportionately in
metro/urban areas (the Wasatch Front, Cache County, and Washington County), and
increase the metro/urban percentage of the population to 87%. Any program that does not
have a significant metro/urban presence can scarcely be called a “statewide”
organization.

Utah’s metropolitan areas appear to be significantly distinct from the state’s rural regions.
The metro/urban/near-metro/urban counties of Washington, Wasatch, Tooele, and Utah
are among 100 fastest growing counties in the United States. The Salt Lake City metro
area is the 48" largest metro area in the United States. While there are differences among
these metro/urban/rural areas in Utah, they have much in common with each other. Even
though many of these communities are sometimes viewed as being predominantly urban
or sprawl centers, the Utah cities in these metro areas have unique economic
characteristics. They are generally growing faster and with educational attainment rates
higher than the rest of Utah while poverty is also increasing faster in these areas of the
state. These Utah metro areas are typically confronting issues associated with high rates
of growth and becoming more diverse. Non-whites are significantly impacting these
areas, income levels are increasing as is educational attainment, the poor are being
concentrated in central city areas and to some extent metro/urban communities, while
household size decreases.

The extensive population growth in the Wasatch Front metro area has blurred
jurisdictional boundaries to a considerable extent. While at one time, the communities of
Murray, Holladay, and Taylorsville were distinct communities separated by undeveloped
land, they have now morphed into the homogenous metro area. In many ways, this is
equally true at the county level; few can tell where the boundary is between Salt Lake and
Utah, Davis and Weber counties. This is not a unique characteristic of Utah. The Phoenix
metro area is comprised of several vestigial communities, and the historical distinctions
between Scottsdale, Tempe, and Mesa are becoming less clear or relevant. By the same
token the Portland metro area extends seamlessly across three counties.

It is incumbent upon Utah State University Extension, as the land-grant university for the
entire state, to address the growing needs of all population segments. Consideration must
be given to addressing and meeting the needs of these metropolitan populations who have
typically had less familiarity with Extension programs than their rural counterparts.
Research demonstrates that the needs and issues of these metropolitan populations are
similar to those of rural populations. Although the needs and issues are similar, Extension



faculty skill sets, program delivery methodologies, and marketing approaches need to be
reconsidered when serving metropolitan areas.

Utah is clearly undergoing a profound transition. We are seeing a shift from the
agricultural and industrial economies to a knowledge-based society. Now is the time for
Utah Extension to craft a new social contract that provides the knowledge an educated
metropolitan citizenry needs to achieve prosperity, security, and social well-being in the
21% century. The 21% century mission of Utah State University Extension embraces
learning, discovery, and engagement. It is our responsibility to provide the full diversity
of the state’s population with access to relevant lifespan learning opportunities. USU’s
discovery and engagement must be focused on the pressing educational, social,
economic, and scientific challenges facing the state. To the extent that the state’s
metro/urban residents will have learning needs that differ from those of Extension’s
traditional clientele, it goes without saying that Extension ought to respond.

To address these issues Utah State University Extension formed a Metro/Urban
Extension Task Force to consider the impacts of these significant demographic shifts and
how a Metro Extension program might best meet the needs of a growing Utah
metro/urban population. The task force was formed in late 2006 and was composed of
specialists, field staff, and Extension administrators. The task force believes that the
future for Utah Extension is now. USU Extension must not be paralyzed by denial when
considering the changing nature of the state’s population. We must be willing to
accelerate, adapt, and adopt priorities which will further ensure the relevance of Utah
State University in 21% century Utah communities.

The task force has divided its scholarly inquiry into four distinct areas while considering
the impacts of increased metro/urbanization in Utah. Extension task force members
analyzed and discussed issues in each of these areas, explored national trends and model
programs, considered current Utah Extension programs and approaches, and have
developed recommendations to guide the development of a “Metro Extension” initiative.
The task force studied and discussed:

Collaboration and Partnership Development
Programming Considerations

Marketing and Delivery Systems

Defining the Staff to Support Metro Extension

The balance of this report provides an analysis of each of these conceptual areas with an
addendum of support materials utilized in the recommendations suggested. The task force
also recognized several factors which could impede the applications of any of the
recommendations made in this report. Those impedances are outlined in Appendix H.



COLLABORATIONS AND PARTNERSHIP DEVELOPMENT

COMMITTEE MEMBERS: ANN HOUSE, MICHAEL KUHNS, KRIS
SAUNDERS, AND JUSTEN SMITH

Issues:

Utah State University Extension is looking to strengthen their metro/urban partnerships
throughout the State of Utah. The concept of metro/urban partnerships is not new.
University Extension services in other states have implemented metro/urban partnerships
in the past with tremendous success. Some states have even created Metro/Urban
Extension Centers. A literature review in the form of an Internet search was conducted to
see the states that have had success with metro/urban partnerships. Utah can learn much
from these exemplary programs. Some of the state Extension programs that have strong
metro/urban programs are Michigan, Ohio, Alabama, North Carolina, UC Davis in
California, Wisconsin, Texas A & M, and Oregon.

These university-community partnerships have been recognized as a valuable
contribution to both the academic community and our cities and towns. In the words of
Henry Cisneros, former HUD secretary, "The long-term futures of both the city and the
university in this country are so intertwined that one cannot—or perhaps will not-survive
without the other.” Increasingly, colleges and universities are bringing their time, energy,
and resources to take on local problems. They are using their physical, financial, and
intellectual capital to facilitate economic development, provide social services and
technical assistance, and create opportunities for applied research.

Metro/Urban Planning Partnerships (UPP) at Michigan State University is an example of
one method of accomplishing this. It is an outreach initiative located within the
Metro/Urban and Regional Planning Program with primary funding provided by
Extension. UPP seeks to facilitate timely research and outreach on metro/urban policy
and planning issues in Michigan communities and to build meaningful and lasting ties
with these communities. In order to build these long-term commitments and facilitate
shared learning, UPP focuses its agenda on the six metro/urban areas where Extension
staff are working: Grand Rapids, Detroit, Saginaw, Flint, Pontiac, and Lansing.

UPP's working agenda is to:

« Improve local capacity to stimulate and enhance the quality of metro/urban life.

« Assist communities in their efforts to leverage grant money from governmental,
foundation, and other sources.

o Specifically focus upon building the capacities of metro/urban communities to
address critical issues by providing planning and design assistance.

« Provide pragmatic technical assistance to communities with particular needs.

o Expose communities to innovative international planning and design solutions.



Metro/urban centers are another way to facilitate economic development, provide social
services and technical assistance, and create opportunities for applied research. These
metro/urban centers represent one of the Alabama Cooperative Extension System's
primary program delivery sources. Metro/urban centers are system offices that are located
in nine of the state’s metropolitan areas as defined by U.S. Census data. Specifically,
centers are a component of the traditional Cooperative Extension County Office, with
professional and support staff positioned to facilitate the state's focus on expanding and
enhancing programs and services in metro/urban affairs and nontraditional areas. In
recent years the state has recognized the need and accepted the challenge to expand and
enhance outreach to metro/urban and nontraditional audiences. Metro/urban centers have
been identified as a very workable program delivery mode in meeting this challenge.

Implementing the metro/urban centers concept will allow the system to effectively utilize
existing resources, develop new resources, and establish itself as a vital catalyst for
political, social, and economic change for families, individuals, and communities in
metro/urban environments. The centers will serve as a primary source of support to
county staff in metro/urban areas in implementing comprehensive, research-based,
interdisciplinary Extension outreach and educational programs targeted to specific
mandated clientele.

One goal of Alabama’s Metro/Urban Center is to take on nontraditional programs.
Nontraditional programs are pioneering contemporary programs and practices that reflect
unique and futuristic methods of design, construction, and implementation, which open
new vistas for the Alabama Cooperative Extension System and which expand the
outreach of the System to more fully serve all the people of the State of Alabama. Such
programs and practices most often may not fit within the categories of traditional
Alabama Cooperative Extension System programs and audiences. However, such
programs will involve new areas of interest, clientele, and delivery techniques within thes
system's traditional base programs.

Another way to provide services to metro/urban clients is through Web sites. North
Carolina Extension has found success in forming partnerships in metro/urban forestry.
They have a Web site that discusses the benefits of forming metro/urban partnerships for
forestry programs. The Wasatch Front area of Utah is rapidly losing open space.
Metro/urban forestry programs will be important in the future of metropolitan Utah cities.
Partnerships like the one in North Carolina will be essential for Utah State University
Extension.

Additionally, Ohio Extension has a history of great metro/urban programs, and they have
created a Web site dedicated solely to their metro/urban programs. Included in the Web
site are metro/urban program success stories and articles written by Extension agents on
their experiences in forging Extension metro/urban partnerships. Texas has large
metropolitan areas where metro/urban partnerships are needed if Extension is to survive
in these rapidly growing areas. Texas A & M has a Web site dedicated to outlining their
goals for metro/urban Extension programs and partnerships in Texas.



U.C. Davis in California has started offering classes as part of a public/private
partnership. They see this as the key to successful metro/urban land development. The
University of Wisconsin Extension has found metro/urban partnerships important in
starting a Small Business Development Center that was established to help potential
entrepreneurs in a metro/urban environment struggling with restoration and renewal. A
list of resources reviewed can be found in Appendix A.

In summary, the importance of researching the success and failures of other states cannot
be overstated. As Utah launches this metro/urban initiative, we must rely on the
guidelines and experience other states have set forward in their metro/urban partnerships
to make sure we are on the right path.

With this research in mind, members of the Developing Collaborations and Partnerships
to Serve Metro/Urban Extension in Utah sub-committee mailed a survey in March 2007
to faculty in Extension offices in metro/urban and emerging metro/urban areas in the
western region of the United States. See Appendix B. Eighty-one surveys were mailed.
Two were undeliverable. Twenty-nine were completed and returned, a 37% rate of return.
(Many respondents marked more than one category.) The survey questions were derived
from the executive summary of a dissertation by Jack Kerrigan, Ph.D. titled, “Exploration
of Future Practices for Metro/urban Extension County Offices: Identifying Patterns of
Success using a Modified Delphi and Case Study.” Survey results include assessments
from 21 metro/urban counties and 7 emerging metro/urban counties.

Agents were asked what were the issues they faced and why collaboration and partnering
is important for Metro/Urban Extension. Without a doubt the majority of responses
stated in various ways that partnering with resources outside of Extension is extremely
important for the survival of Extension in metro/urban areas. Comments included:
e “The more densely populated an area, the more options there are for education
and services. Extension will never have enough resources to be able to make
a significant difference in metro/urban areas. It is imperative that we
collaborate and partner with other service providers if we really want to make
a difference for a large percentage of the metro/urban population.”
e “Without collaborations and partnerships Extension is just a splash in the
pond. It is important to join forces.”
e “...notall programs are traditional 4-H.”
e “The need is so great that the only chance of making a difference is through
collaboration and partnerships.”
e “Programming to agriculture roots is not relevant in metro/urban settings. No
one accomplishes anything alone.”
For a full report, see Appendix C.

Current Approaches
Utah's metro/urban and metro citizens groups have need for the research-based education

that Extension offers. The needs are so great though, and resources so tight, that we
usually need to engage in partnerships to ensure that our programs are effective. We can't



do it all by ourselves, nor should we. Metro/urban Extension can benefit from engaging
in partnerships in two ways. We can establish partnerships to get others' help with our
educational projects and programs, and we can participate in partnerships to help others
with their projects and programs. Both are necessary to carry out our mission and to be
effective and relevant.

Often we in Extension have a project or program we want to carry out that requires
resources beyond our means. We usually have an Extension agent or agents and/or
Extension specialists with both the subject matter knowledge and educational skills to
address the problem. However, often there are resources we lack, including:

e Finances

Staff time

Volunteer time

Space and facilities
Marketing ability or skills
Access to clientele

For successful programs we routinely overcome these obstacles by entering into or
establishing partnerships. We seek out grant funds or contracts to provide financial
support, we train and cultivate permanent and temporary staff and volunteers, we rent or
purchase space and equipment, and we use others' mailing lists and Web links to market
our programs. Besides solving these practical, logistical problems, making others partners
in our programs, if done well, builds strength by creating allies. These allies become
personally invested in the success of our programs, while bringing along the support of
their agencies and groups.

Partnership participation, on the other hand, involves Extension bringing our educational
skills and subject-matter knowledge to the table to help other partners carry out their
programs. Often another agency or NGO has an idea for a public-outreach or educational
program. They may even have some or all of the subject-matter expertise to carry out that
program. However, such groups quite often lack the knowledge of how to plan and carry-
out an educational program. The group may know what subject matter they want to get
across, or what behavior they want to promote or curtail, but they often lack the
knowledge of how to properly identify their audience, how to reach that audience with
what educational content, and how to measure or even why to measure the program
impacts. Extension agents and specialists add valuable knowledge to such partnerships
with our experience planning, carrying out, and evaluating educational programs.

Partnerships take time and effort. Whether letting someone lend their advice or other
assistance to your project, or being a part of someone else's project, sometimes it seems
like it would be easier to just do it yourself and let them do it themselves. Certainly just
working on something and getting it done and out there has something to be said for it in
limited circumstances, but to be really effective in a big way you need to let others in and
help others. Often the participation of Extension professionals in someone else's
educational project not only strengthens that project, but that connection leads to other
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connections. Being at the table and contributing value to one project makes it likely that
you will be thought of some time down the road when another opportunity or need arises.
You also learn who is who and what resources different people and groups can bring to
the table when Extension has needs.

Extension has been in the business of partnerships for over 100 years, but metro/urban
programming involves new partnerships that seem different, yet in the end operate
similarly to our more traditional partnerships. It seems that the main difference between
Extension partners and partnerships in metro/urban versus rural areas is Extension's more
dominant rural presence. County agents in most rural counties are well known and what
they can do for the people of the county is understood and appreciated. Few other
informal educational providers exist, especially for adults. Extension also has a strong
tradition for providing the agriculture and related programs that rural audience’s value.
Extension resources still are strong in those traditional areas as well, at least on a per
capita basis.

Extension in metro/urban areas, on the other hand, is not well known and what we can do
for people is not clearly understood. Our staffing levels are dwarfed by the large numbers
of potential clientele with many problems we could potentially address with our
programs. Some agents don't have the skills to address some of the community's needs.
USU specialists may not have the backgrounds or interests that are needed to serve the
needs of metro/urban clientele. This lack of visibility and capacity can certainly be
counteracted by gaining new resources and redirecting existing resources for more and
more-effective metro/urban Extension programming. It also increases the need to engage
in partnerships. We in Extension may never be as dominant an educational provider in
metro/urban areas as we are/were in rural areas, but we can have huge impacts in making
metro/urban peoples' lives better partly through partnerships.

There is some feeling that metro/urban programming puts us in competition with other
metro/urban-serving universities. Indeed we are potentially at a disadvantage being part
of a somewhat rural-identified university (USU), while several large universities and
colleges are located in the heart of the metro/urban areas we want to serve. However,
engaging in partnerships with those universities and colleges will keep us at the table. As
long as we have excellent, high quality educators producing good programs and materials
that fulfill needs and serve important metro/urban audiences, we will maintain or enhance
our position relative to those potential competitors.

Examples of three outstanding Extension partnership models are given in Appendix D
Recommendations

Members of the Developing Collaborations and Partnerships to Serve Metro/Urban
Extension in Utah sub-committee have organized their recommendations under four main

headings: partnership alignment, partnership sustainability, risk taking and partnerships,
and partnership impediments.
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Partnership Alignment:

In 1991, Kirk Astroth wrote an article for the Journal of Extension called Getting Serious
About Strategic Alliances. In that article he talks about “Cowboy management” as a
guiding philosophy governing many management styles. In many instances, Extension
still uses the cowboy management style, one that dictates individualism and “go it alone”
strategies. Often counties form strategic partnerships participate in short term coalitions
to present a program, but long-term collaborations are rare. Though this article was
written 16 years ago, little has changed over time.

Partnering, even amongst county agents, can be problematic in Extension. The tenure and
promotion process endorses and encourages development of programs over the adoption
of an existing program and merely being a facilitator. Likewise, county lines are heavily
drawn, and running a statewide program can be tricky because these programs have no
inside borders.

Typically, youth programs form many of Extension’s existing partnerships. These
partnerships in the modern past have not changed significantly over time. The most
significant partnership changes here would be military bases and Boys and Girls Clubs in
more metro/urban areas. We are beginning to see many new partnerships based in finance
education.

Partnership Sustainability:

It will be critical in the future to engage the entire University in providing Extension
education in the future because:
e Extension resources are shrinking. For example, with the demise of the College of
Family Life, Extension specialists in this area are few.
e All university faculty need to work on P&T. If more departments can provide
Extension education, no one specialist will be over worked.
e Financial resources are stretched thin. If all departments participated in
Extension, financial resources would go farther.

Likewise, collaborations with other Universities will be crucial. USU and Extension
cannot be all things to all people. We also do not need to duplicate other research, but we
can partner for greater impact and greater results. Two current examples are research
going on at the U about readiness for retirement here in Utah, and research at BYU’s
Center for Economic Self-Reliance about finances and Utah’s single mothers. A member
of this sub-committee is on advisory boards for both, and USU Extension will benefit by
the research and Extension will get credit.

The fact that most agents surveyed responded that collaboration with universities was not

helpful or non-essential demonstrates the lack of Extension partnering and the lack of
recognizing the potential.
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Risk Taking and Partnerships:

Turf issues, workload inequities, and failure to be recognized are the biggest barriers in
forming strategic partnerships. These should not be barriers. We live in a global
environment, and we must learn how to address these issues.

4-H and Extension are famous for being the “best kept secret” and “silent partners.”
Being the “Lone Ranger” in any program area is dangerous. Partnerships will build and
create sustainable metro/urban programs.

Partnership Impediments:

The only impediments we face with new partnerships is not seeking or asking other
organizations to partner with us. All we need to do is ask and then move from there.
Many of the Extension staff working in metro/urban areas already have formed and will
continue to form strong metro/urban partnerships (examples include: partnerships with
military youth programs, school districts, after school programs, etc.).

We believe it is necessary to provide education to our faculty about the types of
partnerships and collaborations and how to go about establishing worthwhile
partnerships. We need to assess the personality types of our metro/urban agents to
determine if they have the temperament to deal with metro/urban issues and provide
appropriate education in developing sustaining partnerships.
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PROGRAMMING CONSIDERATIONS: MODEL METRO/URBAN
PROGRAMS

COMMITTEE MEMBERS: TERESA HUNSAKER,
MAGGIE SHAO, JOLENE BUNNEL

Issues

Utah State University Extension has developed an extensive portfolio of programs
currently being delivered to metro/urban and rural audiences. Some of these programs
meet the needs of both metro/urban and rural audiences while others are specific to the
geographic location of the audience. Identifying the needs of rural and metropolitan
communities is an on-going process in the state. Extension advisory councils, state and
community collaboratives, and the Extension faculty informally scan the programs
environment. Such scans lead to the initiation of programs designed to meet the needs of
communities to be served. The formal assessment of community need in metro Utah,
however, must become a priority if we are to target and tailor programs to meet
metro/urban need. Extension must be willing to critically analyze the current program
mix and jettison those programs that no longer are viable or meet need in an era of scarce
resources and discriminating consumer demand. See Appendix J.

Utilizing the Nominal Group Technique the Metro/Urban Extension Task Force explored
potential programs they believed Extension should explore and develop for metro based
audiences. The task force then compared their perceptions with those of the general
public, which was obtained from the public listening sessions, on issues and strategies
conducted as component of the 2007-2011 State Plan of Work. The results of this
research provided an initial springboard for the task force to further explore and analyze
program areas in natural resources/agriculture; youth/4-H; family and consumer sciences;
and community and economic development.

The top ten program/issues to be considered for Metro Extension audiences emerging
from this research are listed below:

1. Financial insecurity [6.69] [94%)] [investor education; metro/urban
audiences viewed this area as slightly more important than rural audiences]

2. HON - Health Obesity Nutrition [6.27] [93%] [nutrition and obesity
programs were rated 89% respectively]

3. Youth club programs [5.79] [95-98%] [all youth issue/strategy areas were
ranked in very highly by the public 95-98%]

4. Career exploration for youth — science, energy, technology [5.70] [95%)]

5. Metro/urban farm markets [5.62] [87%] [organic and nitch markets]
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6. Issues regarding air and water [5.58] [99% water related; 79% air related]
7. Loss of Ag land and development - metro/urban land use [5.50]

8. Predatory lending [5.50]

9. Right people, right task [5.15]

10. Environmental horticulture [5.15] [87%)]

Metro/Urban Task Force Views

This data was complied and ranked based on responses received. The Metro/Urban Task
force ranked each of the items on the basis of how important the program/activity should
be to Extension [1-10 scale]. Rankings of importance are displayed [i.e., 6.69] following
each program/activity area.

General Public Views

Data from the 2007-2011 Plan of Work public listening sessions on issues and strategies
was then reviewed to determine how the public viewed issue/strategy areas related to the
program/activity areas suggested by the Metro/Urban Task Force. Based on the nearly
400 statewide respondents who participated in listening sessions, online surveys, or
purposeful sample surveys, a ranking and percentage indicating how important this
issue/strategy area was to them was established. The [i.e., 94%] following the
program/activity represents the value the public placed on this program/activity area.

See Appendices F and G for the full study results.

Utilizing this research, which identified programs/issues to be considered for metro/urban
audiences, the task force analyzed current existing programs being delivered to
metro/urban audiences in Utah. They further reviewed other nationally recognized
metro/urban Extension programs to determine if the present Utah State University
program offerings were parallel with these metro/urban programs. An analysis chart and
supportive survey documentation are contained in the addendum of this report. See
Appendix E

4-H/Youth
Issues:
Programs in youth development, such as 4-H, compete for the attention and participation

of metro/urban youth. Significant offerings for metro/urban youth including boy and girl
scouting, athletic programs in basketball, soccer, baseball, football, lacrosse, swimming,
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Boys and Girls clubs, and others provide a plethora of opportunity for youth. Traditional
4-H youth development programs are virtually nonexistent in some metro/urban and
inner city communities. The perception among some youth is that 4-H only provides
programs for rural youth interested in raising and showing farm animals at the county
fair. Attracting youth to 4-H programs that spark the youth’s interest, are entertaining,
and are perceived as high tech, are among the challenges faced by metro/urban 4-H.
Increasingly the job of attracting, training, and retaining caring adult 4-H volunteers in
metro/urban settings is extremely difficult. Creating volunteer sustainability in a
metro/urban environment where adult discretionary time is at a premium is a significant
issue in youth development.

Current Approaches:

Significant inroads have been made over the past ten years engaging metro/urban youth
in 4-H programs through afterschool venues and other short-term, special interest, and
school enrichment programs. The 4-H Youth Development Program has some extremely
strong pockets of involvement in metro/urban areas. Some of the uniqueness of 4-H
programming to the metro/urban area included many grant funded/soft money projects
such as 4-H Afterschool, 4-H Mentoring, Construction Career Days, GPS/GIS, etc.
These programs use paraprofessionals that facilitate the programming instead of solely
relying on volunteers. The use of 4-H paraprofessionals requires funding sustainability
which generally has been achieved through grants. Programs which represent the strength
of 4-H in metro/urban areas and whose focus is based around youth clubs and career
exploration—science, energy, technology include: 4-H Mentoring—YFP (Dart), 4-H
Afterschool (Jones/Bunnell), Traditional Club Programs, Camps, Retreats, Contests,
School Enrichment, Youth Leadership/Citizenship, GPS/GIS (Francis/Parent), Aggie
Adventures (Francis), Robotics (Francis/Parent), Tech Teams (Francis/Parent), Space
Camp (Bunnell), DinoSnore Camp (Thanksgiving Point), Discovery Space Camp
(Eliason), Spanish Computer Program (Mendiola), Plant Lab (Wolf), Container
Gardening at Day Camps (Shao), Teen Financial Literacy Day Camp (Albertson,Jones).
[See Appendix E for other programs representative of youth metro/urban programs in
other state programs.]

Recommendations:

Engaging metro/urban youth in 4-H has been a strategic goal of Extension over the past
ten years. Significant inroads have been made and collaborations formed with entities
such as Thanksgiving Point, Weber State University, and other organizations in the
development and delivery of metro/urban youth development programs. Orchestrating
coordination between metro counties in Utah to create a seamless offering of engaging
programs attractive to youth in metro/urban settings must become a high priority for
Extension if we are to effectively compete in the youth development world. Increased
collaborations and program delivery with other youth serving organizations is paramount
to the future success of 4-H. The strength of youth development programs will be
enhanced when Extension dedicates additional faculty to serving youth as their primary
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role in metro/urban areas. We are woefully short of faculty dedicated to serving the needs
of metro/urban youth in Extension.

Areas of Emphasis to be Considered for Metro/Urban Areas:

Programs that enhance youth connectedness to the world of work, promote healthy living
styles, encourage relationship and citizenship development, facilitate engagement in a
highly technology driven world, and meet the needs of metro/urban youth for self
actualization are critical to the 4-H mix. There are a significant number of existent
programs in the Utah 4-H program mix. Perhaps the greatest need is for additional
dedicated Extension staff to fulfill the needs identified by youth and community leaders
in the Utah metro area.

Natural Resources/Agriculture
Issues:

As the metro/urban area continues to grow in density, the demands on limited natural
resources become greater. In metro/urban metro areas, sustainable management practices
to benefit and sustain the residents in these areas must be implemented. Educating the
commercial producer, municipalities, and homeowners on proper and sustainable
horticulture and agriculture practices can preserve them. Horticulture and agriculture
issues of concern include but are not limited to: Water Conservation, Water Quality,
Sustainable Horticultural Practices, Wildland Metro/Urban Interface Fire Issues,
Metro/Urban-Rural Interaction, Metro/Urban Forestry, Small Acreage Management and
Sustainable Agriculture.

Current Approaches:

USU Extension role in sustainable natural resource management and metro/urban
agriculture is through ongoing research and educating the residents in these metro/urban
areas on sustainable practices. Existing programs serving some of the needs of these
metro audiences include: Small Acreage Workshops (McKendrick), Farm Field Days,
Diversified Agriculture Workshops (Ward & Drost), Utah Berry Grower’s Association
(Black), Junior Master Gardener (Francis/Holmes), Master Gardener VVolunteer Program,
Utah Green Industry Conference — Thinking Green — The Business of Sustainability, Jail
Horticulture (Salt Lake Co., Utah Co.), Consumer Horticulture — Plant Diagnostics &
Phone Help Lines. Project WET (Mesner), Adopt a Body of Water (Mesner), Slow the
Flow, Water Conservation (Kopp), Fire Wise Landscaping (Kuhns), Water Wise
Landscaping — Master Gardeners, Utah House, Utah Botanical Center Programs, Master
Tree Steward (Goodspeed), Utility Arboretum (Goodspeed), Ogden Botanical Parkway
Programs, Native Plants (Kratsch), Master Naturalist Program, Utah Envirothon (youth),
Organic Farming (Drost), IPM — Integrated Pest Management, and Extension
Metro/Urban Forestry Programs.
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Recommendations:

USU Extension is currently involved in many effective program efforts that address
issues affecting the growing metro/urbanization of Utah. However, to be relevant these
programs need focused promotion and marketing to build awareness with metro
populations. It is not necessarily effective to increase the numbers of programs, but
targeting key populations will benefit the most from existing programs.

Areas of Emphasis to be Considered for Metro/Urban Areas:

The priorities identified by the Metro/Urban Task Force regarding air and water quality,
land use planning — green space and Ag land loss/preservation, environmental
horticulture and metro/urban farm markets should be the emphasis placed on existing
programs.

Family and Consumer Sciences
Issues:

Family and consumer sciences related issues have been identified by the task force and
Utah stakeholders as significant issues Extension must address in serving both
metro/urban and rural audiences. The uniqueness of Utah communities needing programs
in these areas may necessitate differing instructional approaches and marketing practices
but the primary curricular content remains relatively the same regardless of a metro/urban
or rural orientation. Among the most pressing issues and programs identified in family
and consumer sciences are: financial insecurity; health, obesity and nutrition; predatory
lending; balancing work and family, and aging issues. Many other federal and state
agencies engage in addressing these issues with their own unique programs. Extension
must be vigilant in establishing an unequalled nitch in the market place addressing these
issues and be willing to collaborate with other agencies on programs serving metro/urban
Utahns.

Current Approaches:

A significant number of Utah Extension programs are currently addressing the issues
identified as significant in family and consumer sciences. They include: Bankruptcy
Prevention programs (House), Utah Saves (House), Home Buyer Education
(Albertson/Hunsaker), Individual Development Accounts — Matched Savings for Low
Income Households (House, Albertson,Hunsaker,Roueche); Take Charge of Your
Money, Personal Financial Choices (Rowe), Youth Financial Literacy (Jones), 4-H CCS
Curriculum (Lyons), Consumer Decision Making Contest/Life Skills Bowl (Lyons),
EFNEP/FSNE, Healthy Lifestyles, Healthy Beat (Christensen), Herbal Remedies
(Oldroyd), 4-H Foods Curriculum (Jones), Sports Nutrition (Albrecht,Oldroyd), Fresh
From the Heart Produce Donations (Shao), Container Gardening at Food Pantries (Shao),
4-H Livestock/Meat Donations to Food Banks (Smith), Family Night Out (Dart), Single
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Parent Family (Higginbotham, Skogrand), Care for the Caregiver (Hunsaker), and
Disaster Preparedness (Washburn,Hunsaker).

Recommendations:

The aim of Extension has always been to provide programming and education to improve
the quality of life for the citizens of the state. Never has it been needed more in the
metro/urban environment. With the ongoing partnerships such as UIDAN, United Way
with the Utah Saves program, and the JumpStart Coalition for Youth Financial Literacy,
Utah Homebuyer Education Coalition, along with EFNEP/FSNE and other Extension
based educational programs, USU Extension has created a foundation for programming
related to finance, housing, nutrition, health and well-being, producing and securing a
safe food supply, and learning how to handle the complex issues of aging. It is
recommended that support be given for continuing programming that is in place while
adding to that foundation more in-depth programming dealing with the aging population,
creating partnerships with the Metro/Urban University Gerontology Departments, County
and State Aging Services as well as drawing from other Extension resources across the
country to assist clientele in managing their health, finance, housing issues through
lifecycle changes, and increasing life skills. The aging population will be a group that
must be addressed in the metro/urban areas where they are congregating seeking services.
Additional staff with this expertise would help to fill this void.

Areas of Emphasis to be Considered for Metro/Urban Areas:

Programming should include information to help families create stability in their lives
financially, encourage healthy living related to foods and nutrition, obesity, balance of
work and family, and an added emphasis on the aging population and programming to
assist both the aging clientele, but also their caregivers. Added staff with background in
aging issues and resources will be needed. With natural disasters increasingly occurring
locally, nationally, and internationally with an accompanying related scarcity of resources
and lack of ability to respond with immediate assistance, continued attention needs to be
paid to disaster management with increase in programming and resources.

Economic and Community Development
Issues:

Jobs and the economy are high priority issues for Utahns. Extension audiences are
concerned about the creation of new jobs, Utah’s wage rates, and programs and
incentives to attract new businesses. Other issues influencing Extension programs
include those that will promote the economic prosperity of Utah through business
competitiveness, entrepreneurship, and economic diversification; information on business
management, finance, taxation, and estate planning; home based and micro business
management, small business financial management; programs which provide
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manufacturing assistance to Utah businesses and those that support tourism development.
Community is the focal point where people feel a sense of personal involvement and take
pride in their actions. People join with their neighbors to plan for a secure and
prosperous future. Utah communities are facing new challenges like global economic
restructuring and the devolution of government services.

Strong community development programs, anchored in research, education, and teaching
are critically important to help Utah’s communities chart their futures. Further programs
which promote building capacity for effective community governance through the
development of leadership skills among both adults and youth and which develop and
deliver community resource planning are critical to metro/urban Utah. Communities need
analytical and planning expertise to drive decision making processes. Rapid community
growth presents a number of challenges for local citizens, their elected and appointed
officials, and public agency professionals. Unplanned development can ruin the
amenities that draw newcomers and make communities attractive for all residents.
Programs which foster good land use decision making at all levels and improve
coordination and cooperation between federal, state, and local jurisdictions to achieve
land management and resource conservation strategies will help to meet the need of many
metro/urban audiences. Affordable housing must be a part of this whole plan in the
metro/urban arena where housing prices are high and wages are low.

Current Approaches:

Utah State University partners currently with the University of Utah and others in the
USTAR Initiative to increase the opportunities for business development and growth
through the Research and Innovation Campus. Western Rural Development Center is
housed on the campus. Business and Economic Development emphasis by Extension
Specialists include: Bentley (Entrepreneurship, Home Businesses, Business Relations,
Small Business = Management, Supervisors and Management Training); Biers
(Entrepreneurship/Home Based Business, E-commerce, Tourism); Bentley, Ward,
Godfrey, Bailey (Economic Development), Guy (Community Surveys and Youth Council
Education). Extension agents provide leadership training for 4-H youth involved in Teen
Councils, State 4-H Staff provide teen leadership training for 4-H teen leaders. Education
includes horticulture programs to teach commercial fruit and vegetable production
(Shao), water management programs such as “Slow the Flow ‘water conservation in the
metro/urban areas of the state (Jackson). Extension agents and specialists partner with
other government and private agencies to provide financial education for bankruptcy
filers, homebuyer education to protect homeowners from predatory practices, serve on
housing rehabilitation loan committees to assist metro/urban homeowners with limited
incomes strengthen their stability in the community. State specialists provide education
on metro/urban forestry and firewise landscaping for metro/urban environments.

Recommendations:

There is a good resource base at the University to support county staff in this area;
however, there is a need for additional Extension county staff members to support
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community and economic development in the metro areas of the state. Extension agents
are overwhelmed with the work they already are doing and it is difficult to find time to
spend in this area. In addition, more skill is needed by the agent staff in this area in order
to carry out programming and make recommendations to metro/urban planning
committees, etc. Having regional specialists housed close to the metro/urban centers,
similar to the bankruptcy prevention specialist and water conservation specialist who
work across county lines and have one area of emphasis, are very effective and a great
model for the type of position that should exist to support an area of emphasis.
Continued support for existing finance, housing, horticulture, business development,
water management, youth leadership programs is critical.

Areas of Emphasis to be Considered for Metro/Urban Areas:

Increase staffing of regional Extension specialists or agents trained in community and
economic development to partner with government and community agencies, which can
travel across county boundaries. Increase attention to youth leadership development,
financial stability, water, horticulture, and environmental education in the metro/urban
setting.
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MARKETING AND DELIVERY SYSTEMS

COMMITTEE MEMBERS: DAVE FRANCIS, CAROLYN WASHBURN, DIANE
REESE, DEAN MINER

Issues

The issues of marketing and promotion of Extension programs in the metro/urban regions
of the state are not easy to address because of the population size, competing agencies,
and lack of accessibility to the media. A significant concern is the accessibility and
ability to utilize mass market promotion opportunities e.g., TV, radio, print ads,
billboards, etc., to promote Cooperative Extension programs and initiatives. In addition to
the financial barrier, most field staff do not have access to funds designated for
promotion, or have training in how to access “free” promotion opportunities like public
service announcements, community calendars online, radio, TV, etc. Additional training
in how to measure the impact and effectiveness of various promotion efforts is needed to
assist field staff. Extension units cannot continue to be all things to all people. Extension
staff should use the “Hedgehog Concept” outlined in Jim Collin’s book “Good to Great”
to determine the areas where they can make a significant impact. [See Appendix K.]

The Brand ldentity

A large portion of the metro/urban population doesn’t recognize the resources that
Extension offers. Often times clients and staff refer to Extension as “the best kept secret”.
In 1995 a national study revealed that 45% of people surveyed had heard of Extension,
but only 8% had someone in their family use an Extension service in the past year

The brand identity of Extension is often associated with programs like food preservation/
canning safety and agriculture. To remain relevant in a metro environment, a shift in the
brand identity is required to assist in the public perception both for individuals, agencies
and political leaders to recognize the expertise and programs Extension has to offer.

A complete report of the 4-H brand identity report can be found in the recent 4-H
Benchmark Survey. [See Appendix L.]

Current Approaches

Recent changes in the Extension word mark reflect a shift in the brand that promotes
Web access through all lowercase. Co branding with the Utah Saves program assists the
promotion of a new program. 4-H SET for Life (Science Engineering and Technology)
mission mandate 4-H is attempting to “spin” the clover brand to reflect a more accurate
picture of what 4-H has to offer.

Recommendations

Extension must continue efforts to promote the new Extension word mark to build brand
identity and equity. The marketing team must work with county offices in metro/urban
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areas to update office environment public spaces, web and print media to reinforce the
brand identity of Extension.

The Lack of Skills/Tools in Extension Field Staff to Market
Issues:

The bulk of field staff working in metro/urban environments has education in the areas of
agriculture and family consumer science, providing expertise in content area, but lacking
the needed skills in marketing and promotion of the specific programs and the overall
Extension message. Recognizing the fact the Extension marketing staff is small, there is
significant need to provide training to assist field staff and county support staff with the
tools to assist with local marketing issues. In addition to marketing skills, technology
support, especially software, needs to be addressed. It’s difficult for field staff to utilize
campus based promotion pieces developed in InDesign when the only software county
staff has is Printmaster or Publisher. Extension staff is known for their ability to work
independently and meet local needs. However, these assets can become stumbling blocks
in implementing statewide Extension promotion efforts.

Current Approaches:

Recent efforts for statewide Extension promotion have been significantly better than
previous efforts, but there is still strong need to involve field staff in the development of
Extension marketing efforts to ensure an increased adoption rate. Extension field staff
have expressed the need for assistance in developing marketing plans for their programs.
These efforts need to allow for program specific promotion as well as the overall
Extension message. Extension marketing is very willing to help counties to develop these
plans. Marketing efforts must transcend the glitz of key chains and pens and focus on the
availability of local resources and promotional opportunities.

Recommendations:

We must work with Extension staff on a county and regional level to develop custom
marketing plans and provide ongoing support to them. We must examine Utah State
University’s Continuing Education efforts to see if there are lessons that we can apply to
metro/urban audiences. Our work with partnering agencies and organizations to identify
co-branding opportunities and identify methods for field staff to ensure equitable
branding opportunities depending on involvement in a project is critical to Extension.
Routine regional training is needed to support Extension field staff with marketing and
promotion. The development of a style guide and common software programs to be used
by academic and support staff would greatly assist Extension faculty. USU Extension
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should consider adopting the Penn State Extension model of requiring all staff to attend
regular marketing training and sign an agreement that they will use the Extension word
mark, template designs, and civil right statements on all Extension related materials.

Extension Environment
Issues:

Significant efforts have resulted in the enhancement of the virtual Extension office; the
same efforts need to be applied to the physical Extension office environment. Quality of
the customer experience who visits an Extension office varies significantly from county
to county. Hours of operation typically don’t easily accommodate a large portion of the
population.

Current Approaches:

Most counties have signs outside the physical space identifying their location. County
Web sites have a uniform look. Programs like home buyer education and Master
Gardener are offered in the evening or online to accommodate various schedules.

Recommendations:

We recognize the restrictions of budget and county facility collaborations, but efforts
should be made to enhance the customer and employee environment to reflect the
connection to the land-grant university and promote the Extension brand. “The county
Extension Office is the front door to the land-grant university.”

We must establish as priority staff training in customer service to better meet the needs of
metro/urban and rural clients. We should consider flexible hours of service through flex
time, later office opening times, and other methods that may facilitate the needs of
metro/urban clients.

Program Delivery

Issues:

For a 100 years Extension has prided itself in providing excellent, research based content
through face-to-face and, at times, individual onsite consultation. As the population
grows, with the number of Extension field staff remaining static, there is a need to
increase capacity in programs through volunteers, other providers, and the Internet.
Current Approaches:

Extension programs are increasingly using volunteers, e.g., Master Gardeners or 4-H

leaders, to assist in the delivery of programs. Increased presence of program delivery
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through a blend of face-to-face and Web based programs successes have been found in
downloadable fact sheets, online volunteer and home buyer education courses and the Ag
in the Classroom virtual workshop.

Recommendations
Retail to Wholesale:

We must continue transitioning program delivery from “retail”, face-to-face experience
to providing programs to other individuals and agencies in a “wholesale” model. This
ongoing shift is not without concern however, in the areas of content control, and
ensuring that the information shared is consistent, accurate, and non-biased. We must be
consistent in establishing “Brand Identity.” This is critical to USU in the metro areas of
Utah if we are to be established as a leader in education with this educationally savvy
clientele. A compilation of best management practices guidelines as evidenced from
Extension programs that have made this shift from retail to wholesale should be
established. The 4-H Afterschool program provides a model of how this shift can be
accommodated in Extension.

Location:

The real estate motto, “location, location, location,” has significance to metro/urban
Extension programs. Extension offices in rural communities are usually easy to access
and can include adjacent space for programs, serving the function of a gathering place for
the community. In contrast, metro/urban Extension offices may lack parking, can
provide less of an environment for hands on learning, and depending on the time of year,
may not have community space available (during elections for example) making these
locations less than ideal to offer programs. Additional barriers are the inaccessibility of
metro/urban county offices during evening or weekends and some potential Extension
clients tend to avoid government facilities. Cost related to program delivery sites often
limits Extension faculty’s ability to expand to other locations. Increasingly we are seeing
Extension programs and materials offered at locations that provide unique teaching
environments or that attract potential Extension clients. These locations include botanical
gardens, schools, farmers markets, grocery stores, shopping malls, financial institutions,
and equestrian arenas. Extension can better serve diverse audiences by not relying on
people to come to the Extension office for programs or information, but better identifying
locations for learning and engage people in these environments. In addition to program
sites, the locations for product placement, such as Extension fact sheets, should be
identified. In addition to physical space, virtual space on the internet is increasingly
important to meet the needs of metro/urban clients. As we stake our claim in the virtual
landscape we need to both optimize search engines to increase the frequency of our Web
site coming up in searches and have protocol in place to provide current up to date
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information. In addition, we need the capability of online payment for classes or
materials. The transition of county Extension Web sites to EZ Plug helps facilitate this;
however, unless the sites are updated our customers will not continue to visit the site.

Programs and Products
Issues:

Extension has many useful, content rich publications including fact sheets, booklets and
CD’s, however the physical appearance of the products doesn’t reflect the value of the
content. Products are sold at or below cost. There is a misconception in staff, including
support staff, that being a not for profit organization means publications should be
produced for free to the public or at extremely low cost to “cover material costs.”
Program and product offerings vary significantly from county to county. Newsletters
lack a uniform look and content. Citizens on the Wasatch Front don’t have strong
associations to the county they reside, living and working across the region; research
suggests that people are willing to travel upwards of 50 miles to participate in valued
programs.

Current Approaches:

Extension forestry has produced quality materials at an affordable price and offer
streaming video presentations. Extension horticulture agents routinely offer information
about Master Gardener courses across the Wasatch Front. The 4-H Aggie Adventures for
Kids program utilizes a fee for service model that generates program revenue for ongoing
support. The Online Homebuyer Education Course is available for clientele across the
country and especially for metro/urban clientele with varying work schedules at a very
affordable price. A large number of fact sheets can be found and downloaded online.

Recommendations:

Extension must improve brand recognition and the perceived value of publications
produced through a standardized and appealing look. The pricing of materials should be
examined to provide affordable products, to include fees associated with the
development, management, and reproduction costs. Extension must examine a regional
approach to program planning and product placement. We should create more
specialized programs to the region. Each jurisdictional area need not duplicate and offer
the same programs. However, a core group of programs and products should be identified
that are consistent across the region. Extension must identify discipline content/program
coordinators for the region and assist them in coordinating the efforts within the metro
area.

4-H Programs

Issues:
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4-H has one of the largest potential program offerings in Extension. The size and scope of
4-H programs are largely limited by the number of 4-H adult leaders the program is able
to recruit, train, and sustain. 4-H suffers from a turn of the century brand identity.
Today’s 4-H is more than cows and cookie programs. Volunteerism trends are shifting
from long term volunteer commitments to short term volunteer opportunities.

Current Approaches:

Extension 4-H programs currently identify staff with abilities and skills in volunteer
development and management. They are proactive in providing, training and supporting
volunteers. The 4-H program collaborates with afterschool programs or other agencies
and organizations that have staff that can assist with programs. The youth programs
offered by Extension provide fee based activities that offset the labor costs of hourly
staff.

Recommendations:

4-H staff position should not focus on direct teaching by paid 4-H staff, but should focus
on the development of programs that can be sustained through adult volunteers, youth,
and others who can provide the training and support for the identified programs.
Extension must identify and duplicate successful volunteer recruitment, training, and
retention practices in successful counties. We must provide a more uniform 4-H
experience across the region. Extension should research peer institutions like the Girl
Scouts of Utah. These organizations face similar issues in leader/youth recruitment,
competition with other faith based programs, perceived program image and have a
similar staffing pattern. Extension must evaluate program delivery modes to determine
which ones create significant impact or revenue. If a program doesn’t generate
significant impact or revenue it should be examined as to the value in continuing the
program. Extension must provide more fee based programs in years of scare resources.
We must develop a strategy to transition youth from short term activities such as camps
to sustained 4-H club membership.

Conclusion: No More Silos

To better serve the people of Utah, Extension needs to provide programs that more fully
focus on an identified issue and then apply an interdisciplinary approach in helping
clientele thoroughly examine the issues. Conceptualizing programs in the traditional
silos of 4-H, Agriculture and Family Consumer Science does not provide integrative
engagement. Applications of this process were evident at many presentations at the 2007
Metro/Urban Extension Conference. We learned that when youth were involved EFNEP,
horticulture, FCS, 4-H programs and in developing a youth gardening program that they
developed skills in nutrition, horticulture, and entrepreneurship. Building on their diverse
skill sets Extension teams can facilitate Extension for another 100 years by being relevant
and connected to the needs of our clientele.
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DEFINING THE STAFF TO SUPPORT METRO EXTENSION

COMMITTEE MEMBERS: JERRY GOODSPEED, JOANNE ROUCHE,
STEVE COX, STEVE DANIELS

Issues

The staffing sub-committee feels there are five areas that need consideration in the
metro/urban environment along the Wasatch Front. These five areas are not inclusive and
are patterned after other models from other states working under the similar metro/urban
conditions.

Professional staffing is defined as off campus faculty and staff professionals that service
Extensions clientele in a metro/urban setting. It perhaps goes without saying that the
professional staff need to have the skills required to appropriately understand and deliver
the education programming that meets the needs of a metro/urban audience. Perhaps
more importantly, those skills may be different than traditional Extension skills. Many of
these skills and abilities are inherent with some individuals who have lived in an
metro/urban setting for much of their lives, while others are developed over time through
a process of working in and being a part of a metro/urban environment. Many of these
skills are foreign to the traditional Extension agent and very difficult to be developed
through one’s own initiative. These skills include the ability to develop and unify
coalitions involving other minority serving organizations, understanding the metro/urban
population financial and economic situation and how it can be improved, effective
communication, knowing family norms and strengths, appreciating community customs
and traditions, and being able to adjust programming to fit within their criteria and
comfort, plus others.

If Extension is going to connect with metro/urban audiences, it is important that
Extension professionals “mirror” the audiences they hope to reach. That argues for a
greater diversity in language skills, ethnic background, and educational and life
experiences. For the most part these skills and life experiences are developed and learned
through life and not periodic training. Some employees should thus have some life and
learning experiences with diverse audiences and metro/urban settings.

Current Approaches

The years of experience demographic profile in Extension tells a story about who we are
in 2007. The profile alludes to opportunities in the immediate future for reshaping the
organization through faculty retirement and attrition. Within the next 5-8 years it is
anticipated that nearly 20% of the Extension faculty will be eligible to exercise a
retirement option in their careers.

Today more than 30% of the Extension faculty have less than 5 years of experience.
New hires, primarily those from the “Gen X and Gen Y” crowd are rapidly replacing the
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Baby Boomers who have steered the organization for many years. Their orientation to the
world of work is significantly different than their predecessors. These generations value
flexibility, informality, individual development, functionality and want a balance between
work and home. This orientation will have significant bearing on job longevity and will
influence Extension hiring practices if we are to hire and retain the brightest and best.

Historically Extension has hired in emphasis areas associated with agriculture, natural
resources, and family and consumer sciences. The Extension organization has a
predominance of faculty who have discipline training in the agricultural and natural
resources areas of: animal science, plant science, food and nutrition, agriculture
education, agriculture economics, forestry, soil science, biology, and agronomy. The
second highest number of faculty are trained in family and consumer sciences with
discipline training in child development, human environments, food and nutrition, and
family ecology.

Metro/urban/metropolitan needs point to a faculty who can address issues associated with
housing, addictions, education, transportation, workforce development, aging, healthy life
styles, min-farms and ranchette management, youth development, environmental
management, metro/urban rural interface, and the list goes on. Are we hiring the right
people in 2007 to meet the needs of these metro/urban audiences? Perhaps our
traditionalist views and hiring practices will require us to be more adaptable and
responsive to the needs of the metro/urban audiences we are serving if we are to survive
as a viable organization in the 21 century.

(Utah State University Extension Demographic Profile Study Conducted January 2007 —
See Appendix 1.)

Recommendation

A strong concerted effort needs to be made to hire employees who better mirror the
metro/urban population we are trying to reach. This could include, but is not limited to
hiring people of different color, ethnic background, with multiple language skills, or with
a diverse background. Adopting and adapting hiring practices that will realistically attract
and retain Gen X and Gen Y employees.

Regional Director Leadership

Having a dynamic leader for the Metro/Urban Initiative is critical to its success. The
efforts of Extension at the University of Georgia have been hampered by the lack of a
point person in the six-county Atlanta area. By contrast, the presence of Dr. James Oliver
and his dynamic personality in Chicago is surely part of the reason for the expansion and
impact of Extension in that city and the recognition of metro/urban extension excellence
with the University of Illinois Extension.

Having a regional director whose sole responsibility is the four Wasatch Front counties
would create a focal point for the Metro/Urban Initiative. It is critical that this person be a
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dynamic leader who could be the face of Extension leadership along the Wasatch. In
order to succeed, this person would need to have considerable authority to make
decisions and commit resources (almost functioning as an associate director). In order for
Extension to be a “player” along the Wasatch Front, we need a person who is visibly “in
the game.” This regional leader would be involved in all counties and meet regularly with
the county directors.

Create a new Wasatch Front region consisting of Weber, Davis, Salt Lake, and Utah
Counties (possible including part of Summit and Tooele counties). This new region
would be directed by a dynamic individual who was invested in the metro/urban
community and would have the ability and authority to make decisions with the backing
of Extension leadership.

Big Bucket Funding

Consistent with the metro/urban regional director recommendation, achieving an
effective metro/urban program would benefit from a “big bucket” funding model. The
county boundaries in the metro/urban area are becoming increasingly indistinct as the
Wasatch Front evolves into a continuous metropolitan area. In order to deliver programs
seamlessly and efficiently across the Wasatch Front, it would be useful to develop a
unified budget, staffing, and program delivery model that would strive for the most
effective program provision. This big bucket model would also enable the regional
director to use whatever resources were available along the Wasatch Front with less
regard to county lines.

A big bucket model would require some careful involvement of counties in planning and
implementation. Counties fund a considerable portion of Extension’s local efforts, and it
is imperative that they get full measure for their investment. It is vital that the funds of
one county not subsidize another without an appropriate quid pro quo.

This concept is not new and many counties and municipalities along the Wasatch are
already using unified program delivery models for services such as law enforcement, fire
protection, and library services. Moving Extension in that direction would not be
unprecedented. Informally, many of the current Extension programs and agents on the
Wasatch Front work across county lines. Programs are shared and agents teach regularly
in other counties. This funding model also encourages faculty to specialize and develop
areas of strength. This can reduce overlapping programs and allow professionals to make
a larger impact in their area of specialty.

A leadership committee would need to be formed and meet with the leadership
(Commissioners, etc) of the counties along the Wasatch Front to determine the financial
and logistical feasibility of developing a multi-county way of delivering Extension
programs. This committee would include each county’s director (Davis, Salt Lake, Utah,
Weber) and a person from Extension leadership with the authority to finalize any multi-
county agreement.
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Change in Staffing Model

Extension in the metro/urban counties could evolve to employ fewer “faculty” with
university rank and more paraprofessional/contract employees for the delivery of
programs. A surprising insight from Minnesota is the realization that Extension
professionals there do no retail program delivery; program assistants or volunteers do that
work. The Extension faculty develop programs and curricula, write grants, lead train-the-
trainer programs, and conduct evaluations. Increasing our reliance on program assistants
for face-to-face delivery may have three distinct advantages:

e Allow faculty salaries to be increased, and thereby be more competitive in the
metro/urban employment market.

e Allow for a more nimble/responsive program where we could acquire (and
terminate) employees with specialized skills on a contract basis that would allow
entry into new program areas (and leave others).

e Allow Extension to attract a more diverse workforce that would mirror the
metro/urban population.

This model would require some fine tuning if implemented. Some volunteer programs
would need to be led by agents to secure a continuing volunteer base. Other one-on-one
services would need to be re-evaluated to their impacts and time required.

Further research should be conducted to determine if this model could be beneficial for
Utah and the Wasatch Front. Specific areas to consider include volunteer development
and retention, money savings in salaries and benefits, flexibility in program development
and presentation, etc.

Hiring Procedures

The university-based hiring model is too slow, cumbersome, and academic. Not everyone
who might be interested in working with Extension (and whom Extension might value
highly) is interested in the extremely long term commitment that a tenure track model
involves. Some potential candidates are also discouraged by the hiring process or never
receive the announcements and realize they are qualified.

Developing mechanisms that allow people to be hired more efficiently, and with less
emphasis on the “faculty” dimension of Extension would allow searches to be less
expensive and also may attract a wider pools of applicants. The university hiring model is
geared around hiring employees who may be here 30 years. Extension needs a model for
employees who may be here 30 months.

A new hiring procedure should be developed to both improve advertising and entice a
more diverse group to apply and become a part of Extension. New position requirements
should be developed to allow for some employees that would increase Extensions ability
to develop successful programs along the metro/urban Wasatch Front.
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Appendix A
Literature Review

http://www.joe.org/joe/2003february/a3.shtml

http://metro/urbanprograms.osu.edu/webpages/bohnamart.htm

http://www.ces.ncsu.edu/index.php?page=forestresources

http://extension.ucdavis.edu/unit/land use and natural resources/county

http://www.uwex.edu/news/2001/6/sbdc-and-partners-help-build-metro/urban

http://www.aces.edu/metro/urban/quidelines.html

http://metro/urbantaex.tamu.edu/aboutUP.htm

Appendix B
Utah Metro/Urban Extension Task Force Survey
February 20, 2007
Dear Colleague,

In many Utah counties rural issues are being replaced with metro/urban problems.
Extension in those metro/urban areas is beginning to struggle with relevance in the face
of rapid societal change and shrinking resources. To help identify and deal with
metro/urban issues, Utah State University Extension has formed a Metro/Urban
Extension Initiative Task Force. As members of the Collaborations and Partnerships
subcommittee, we are requesting that you as an Extension Agent in an metro/urban
county please complete the attached survey to tell us about your experience with essential
partnerships and collaborations. To complete the survey mark each numbered area with
either an H indicating the collaboration is helpful, or a C indicating the collaboration is
critical, or an N indication that the collaboration is non-essential. Under each item that is
marked critical or helpful please list some specific examples of the agency, organization,
people, or other that you find worthwhile in metro/urban extension programming.

Thanks you for your help.
Sincerely,

Kris Saunders and Ann House
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http://urbantaex.tamu.edu/aboutUP.htm

Utah Metro/Urban Extension Task Force Survey
1. Which statement below best describes the county where you work:
Metro/urban Emerging metro/urban county Rural

For a successful Metro/urban Extension Program which of the following partnerships and
collaborations are: Helpful (H) Critical (C) Non-essential (N)

2. Government funding partners
If you marked this category as critical or helpful, please list specific funding
agencies, organizations or individuals.

3. Local Community agencies
If you marked this category as critical or helpful, please list specific agencies.

4. Local Communities
If you marked this category as critical or helpful, please list specific ways
collaboration with communities is important.

5. Metro/urban Universities
If you marked this category as critical or helpful, please provide examples.

6. Colleagues outside of Extension
If you marked this category as critical or helpful, please list specific colleagues.

7. State Specialists
If you marked this category as critical or helpful, please list which of expertise
needed.
8. Ability to use the entire university as a resource for outreach.
9. What have been your needs in seeking out partners and collaborators? Please
mark all that apply.
financial

to find volunteers
to find an audience/teachable group
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for help with marketing of your programs
advising/issue identification
for in-kind donations

10. Were you ever taught to network? If so, where did you learn?

11. What skills do you believe are needed in networking?

Thank you for taking the time to complete the survey. As a final response will you please
briefly explain why collaboration and partnering is important for Metro/urban Extension?

Appendix C
Survey Results

County responses to the question: For a successful Metro/urban Extension Program
which of the following partnerships and collaborations are: Helpful (H) Critical (C)
Non-essential (N)

2. Government funding partners

26 responded Helpful and 10 responded Critical
The most often sited reason for the helpful or critical response was for in kind
Services.

3. Local Community agencies

25 Helpful 10 Critical 1 Non-essential
For those listing local community agencies as either helpful or critical cited a wide
variety of local agencies as important cooperators.

4. Local communities
21 Helpful 12 Critical 1 Non-essential

5. Metro/urban Universities
17 Helpful 4 Critical 8 Non-essential

6. Colleagues outside of Extension
23 Helpful 7 Critical 3 Non-essential

7. Specialists

23 Helpful 11 Critical 1 Non-essential
For this question it is interesting to note that one respondent considered specialists as
non-essential to metro/urban Extension.
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8. Ability to use the entire university as a resource for outreach.

22 Helpful 11 Critical

Open ended responses to survey

Who are your specific
government funding
partners?

List your specific local
community partnering
agencies

Please list specific ways
partnering with local
communities is
important

List of specific agencies or comments

County (2), FEMA, Workforce Services (2),
USU Distance, Education, Food Stamp and
Nutrition, Housing Authority, Commission on
Marriage, Olene Walker Trust Fund, USU
Trustees (2), NRCS (2), FSA, UACD, RC&D,
USDA (2), Soil Conservation District, Water
District, Department of Education, HUD,
DOED, County — to increase program
productivity, State — to enlarge program

Department of Work Force Services (8),
AARP, Department of Children and Family
Services (5), Mental Health (3), Utah Food
Bank (2), Health Department (8), Small
Business Alliance (5), Community and
Economic Development (5), NRCS (8), FSA,
Forest Service, BLM, SITLA, Farm Bureau
(4), Soil Conservations Districts (4), Dairy
Assoc, WIC (4), Parks and Recreation (2),
Senior Centers (4), Churches (4), School
Districts (9), Piute Tribe, Navajo Tribe, UACD
(2), Volunteer Center of Garfield County,
Hospital (2), United Way (3), Jump$tart
Coalition (2), American Express (3), Housing
Coalition (2), Five County Association of
Governments (2), CAP (2), Head Start (4),
Healthy Communities, Law Enforcement
Agencies (2), County commissioners/county
and city councils (4), Boys and Girls Club,
Back Country Horseman, Cooperative Weed
Management, Clubs, Civic groups

Collaboration in planning for programming (2)
For support of our programs (3)

Funding for projects (2)

For use of facilities/classroom space (5)

To get an audience (2)

We meet their needs (2)
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Metro/urban universities
examples

List your specific
colleagues and partners
outside of Extension

State which state
specialists are needed

Ability to use the entire
university as a resource
for outreach.

What have been your
needs in seeking out
partners and

To get noticed by city councils, and because
they are interceded in what we do. (4)

We offer 4-H

Work together to identify issues and programs
(2)

For better marketing (3)

Interaction adds greatly to serving clientele (2)

Living After Loss — U program

Utah Saves — USU, BYU, SLCC, U
Individual Development Accounts — USU,
SLCC

Volunteer Income Tax Assistance Sites —
BYU, USU

Home Ec or Family Finance Program — BYU
Additional resources

Red Butte Gardens — U

Vocational Center — U

Mentoring and volunteers — BYU and UVSC

Heads of state and national departments (2),
Bankers (2), Lawyers (2), Case workers,
Faculty at SUU, Chamber of Commerce, Trade
organizations such as UAFCS (2), Local
businesses (4), Utah Botanical Center, City
Parks and Recreation

Family and Human Development (3), Family
Life, Financial (5), Food and Nutrition (4),
Economics (2), Entomology , Pathology (2),
Clothing, Small business (2), Natural resources
(5), Legal services, Economic Development
(2), Housing (4), Food safety, Horticulture (5)
I use them all (2).

I need them for the research they do, guidance,
and support.

Our FCS specialists are becoming fewer and
busier. Their availability is critical to my work.

Research

26__ financial
24 to find volunteers
19 to find an audience/teachable group
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collaborators? Please
mark all that apply.

Were you ever taught to
network? If so, where
did you learn?

What skills do you
believe are needed in
networking?

Please briefly explain
why collaboration and
partnering is important
for Metro/urban
Extension.

25__ for help with marketing of your
programs

21 advising/issue identification

19 for in-kind donations

National Extension meetings
Learned from other agents
Just jump in and do it
Learned by trial and error
Previous job

Assertiveness

Vision of community and needs (2)
Investigative skills

Sincere desire to help

How to define roles (2)

Who gets the credit

Social skills (3)

Knowledge of agencies and their resources (2)
Respect for others’ position/organization
Dependability

Responsibility

Assist in expanding program

Reaching audiences who need assistance
Collaboration brings greater support, notice
and recognition of our programs.

Partners need our services and expertise,
especially those of our state specialists.

We provide audiences.

It drastically improves the size and scope of
your audience and programming, thus making
a greater impact in the community.

So we are not competing, but working together
for a win-win.

Critical for the success of a program. (2)
Everything | do is with collaboration of some
partner or another.

USU’s work study program provides mentors
and after school staff to enhance programs.
Critical for successful grant writing.

It shows we are a team player.

Opens many opportunities.

Extends our resources

Brings visibility in the community

Brings funding sources we couldn’t already be
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able to access

Connection and audiences we might have
difficulty reaching (2)

Carry out larger programs, such as statewide
programs (2)

Political power (2)

Important because it is difficult to keep up
Extension seems unable to generate new
resources and so program expansion will have
to come by partnering.

Collaborations are critical to meet the needs of
Metro/urban areas. Funding is low and together
agencies can do more. Partnering also relieves
the load as organizations bring their specialties
together.

Collaboration with professionals strengthens
our program and helps theirs.

We cannot meet everyone’s needs but through
collaboration we can increase the number of
people we do impact (directly or indirectly).

Appendix D
Examples of Three Partnership Models within USU Extension

Utah Community Forest Council Extension Partnership (Michael Kuhns) -- The Utah
Community Forest Council (UCFC) promotes good metro/urban forestry practices and
programs throughout Utah. Much of this is done through educating professional arborists,
metro/urban foresters, and the green industry. USU Extension is heavily involved in this
partnership by providing leadership and membership to the Council's education
committee, by running and presenting at educational programs like the Utah Arborists
School and Professional Tree Care Workshops, and by producing other educational
materials that advance the Council's goals. Other partners with Extension are various city
foresters, the State Forester's office, TreeUtah, Rocky Mountain Power, Red Butte
Gardens (and the UofU), and the Utah Association of Conservation Districts. The
partnership has been good for Extension because it gives us access to a good, motivated
clientele group (city foresters and green industry professionals) who are a prime target for
tree- and landscape-related educational programs. Our involvement is valuable to the
UCFC because we supplement the others' technical expertise with our own technical
knowledge, but we also bring knowledge of educational program planning, production,
and evaluation that the other partners sometimes lack.
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Salt Lake County Jail Horticulture Program (Maggie Shao) -- Synergy is the interaction
of two or more agents or forces so that their combined effect is greater than the sum of
their individual effects. An example of this synergy is the Salt Lake County Jail
Horticulture Program. USU Extension has been involved with other correctional facilities
throughout Utah including Lone Peak State Prison, Cache County Jail, and Utah County
Jail. Salt Lake County Jail Horticulture program is unique in that it combines the Salt
Lake County Sheriff Jail Industries program with USU Extension Master Gardener
program to create a constructive and valuable program. The USU Extension office in Salt
Lake County was approached in 2006 by the Jail Industries program for technical
assistance in starting a horticulture program. Both partners agreed to develop a program
that addresses the needs to lower recidivism, increase job skills for inmates, and provide
rehabilitation for non-violent inmates. USU Extension's main role is providing education
by lecturing and teaching 40 hours based on the Utah Master Gardener curriculum. This
curriculum in reinforced by "doing time" on a 3 acre garden adjacent to the Salt Lake Co.
Metro Jail. Inmate participants learn irrigation installation, horticultural practices,
planting, weed, and pest identification through hands on learning. An indirect but positive
benefit for inmate participants is through horticulture therapy, a process utilizing
horticultural activities to improve the social, educational, psychological and physical
adjustment of persons, thus improving their body, mind and spirit. USU Extension also
provided technical support by facilitating initial consultations with drip irrigation supplier
(who also happens to be a Master Gardener), Mountain Valley Seed distributor, Cache
County Greenhouse Program coordinator, and Utah County Jail Program Coordinator.
The Salt Lake Co. Sheriff's Jail Industries program has been a very willing and helpful
partner in supplying necessary materials, staffing, and administrative support for the
program.

The Jail Horticulture Program, also known as "Sowing Seeds for Success" is a certificate
program. Ten inmates have already successfully passed an exam and graduated on May
21, 2007, receiving a Utah Gardener certificate with named competencies in horticulture
subjects. The gardening certificate also counts as elective credits towards a high school
diploma. The second training class, of ten inmates, expects to graduate on August 24,
2007. This program has had positive impacts beyond the inmates. Master Gardener
volunteers provide supervision and hands on teaching in the jail garden. The volunteers
feel that this is one of the most satisfying programs to be involved with and their
volunteer efforts are truly worthwhile. The jail brings the naturally grown produce with
Sheriff's staff and an inmate participant to the Farmers Market to sell the produce, with
proceeds returning directly into the jail horticulture program. After four Saturdays at the
Farmers Market, this program has a loyal customer following at the Pioneer Park Farmers
Market, who support the program and voice their positive approval by buying the
produce. This was an unexpected impact, that the local community would accept and
embrace this program. Master Gardener volunteers also assist at the booth by answering
questions on gardening and provide information and resources available through USU
Extension.
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Utah Saves (Ann House) — Utah Saves is a strategic initiative that brings the community
together to help all Utahns build wealth, reduce debt, and create long-term financial
security. Modeled after the nationwide campaign, America Saves, Utah Saves arose out
of the need to mobilize the community to develop proactive, systemic changes in how we
deal with social and economic issues. Utah Saves is directed and supported by a broad-
based coalition of community partners that brings their talent, energy, influence, and
resources to empower all Utahns to build lifelong financial security. Everyone is invited
to take part: nonprofits, financial institutions, employers, government agencies, faith-
based groups, and so on. Founding partners are AAA Fair Credit Foundation, United
Way of Salt Lake, Utah Issues, and USU Cooperative Extension.

In the two years since its launch, the state-wide impact has been phenomenal. From
Governor Huntsman directing each state department to become a Saves Site, Mayors,
such as Peter Corroon and Matthew Godfrey, and city and county councilmen offering
Saves to employees, to churches and businesses taking on the campaign. USU Extension
is now recognized and considered to be the finance educators in the state. Extension has
become a major player with Utah Individual Development Accounts (UIDAN) which are
matched savings accounts, Volunteer Income Tax Assistance (VITA), and as resources to
high school teachers. USU Extension has received $150,000 a year from United Way of
Salt Lake to run Utah Saves, and Extension has partnered with dozens of others,
including the University of Utah, BYU, Salt Lake Community College, Dixie State
College, Westminster, Head Start, Zions Bank, Wells Fargo, IRS, LDS church, Catholic
Community Services, Utah Community Action Partnership Association, Dixie and Iron
Care and Share, Utah Micro-Enterprise Loan Fund, Habitat for Humanity Color Country
Community, Office of Representative Jim Matheson, Office of Bob Bennett, and the
Aneth Community Development Corporation on the Navajo Nation.

Appendix E

Internet References with Metro/Urban Program Excellence

North Carolina http://www.ces.ncsu.edu/

Texas http://metro/urbantaex.tamu.edu/
Illinois http://www.metro/urbanext.uiuc.edu/
Alabama http://www.aces.edu/

Ohio http://extension.osu.edu/

Colorado http://www.ext.colostate.edu/

Idaho http://www.extension.uidaho.edu/
Florida http://solutionsforyourlife.ufl.edu/
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Appendix F
Extension Metro/Urban Task Force Survey — Program/Activity Areas

In the November 21, 2006 task force meeting we responded to the question:
From your perspective what are the three most important metro/urban extension
program/activity areas USU Extension should explore and develop?

Data Analysis

Metro/urban Task Force Views

The data was complied and ranked based on responses received. The Metro/urban Task

force ranked each of the items on the basis of how important the program/activity should
be to Extension [1-10 scale]. Rankings of importance are displayed [i.e. 6.69] following

each program/activity area.

General Public Views

Data from the 2007-2011 Plan of Work public listening sessions on issues and strategies
was then reviewed to determine how the public viewed issue/strategy areas related to the
Program/Activity areas suggested by the Metro/urban Task Force. Based on the nearly
400 statewide respondents who participated in listening sessions, on-line surveys, or
purposeful sample surveys a ranking and percentage indicating how important this
issue/strategy area was to them was established. The [i.e. 94%] following the
program/activity represents the value the public placed on this program/activity area.

1. Financial Insecurity [6.69] [94%] [investor education; metro/urban audiences
viewed this area as slightly more important than rural audiences]

2. HON - Health Obesity Nutrition [6.27] [93%] [nutrition and obesity programs
were rated 89% respectively]

3. Youth club programs [5.79] [95-98%] [all youth issue/strategy areas were ranked
in very highly by the public 95-98%]

4. Career Exploration for youth — science, energy, technology [5.70] [95%]
5. Metro/urban farm markets [5.62] [87%] [organic and nitch markets]

6. Issues regarding air and water [5.58] [99% water related; 79% air related]
7. Loss of Ag land and development - Metro/urban land use [5.50]

8. Predatory Lending [5.50]

9. Right people, right task [5.15]

10. Environmental horticulture [5.15] [87%)]
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11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

217.

28.

Effective evaluation [5.08]

Affordable housing for diverse populations [5.00] [92%; land use planning]
Aging issues and services [5.00] [82%)]

Rising costs of water and energy [ 4.92] [99% water]

Small acreage [4.77] [76%]

Ag literacy [4.71] [76%]

Metro/urban natural resources [4.69] [93%]

Metro/urban impacts on surrounding wildlife - Wild land metro/urban interface [
4.43] [93%)]

Blighted land issues — cities (redevelopment)
Food deserts [4.42] [92%; land use planning]

Using technology effectively [4.31]
Disaster management [4.27] [76%)]

Balance with work and family — support of families [4.07] [89% rural audiences
believed this to be slightly more important than metro/urban audiences]

Parenting for parents of children ages 1-6 [4.00] [88%)]

Old programs with new delivery, new programs — new delivery [3.93]
Drug use [3.92]

Micro-business [3.62]

Leadership capacity [3.50] [90%]

Dialogue about home and workplace [3.27] [58%)]

Critical conversations

Data compiled/analyzed USU Extension Institutional Research
Lisa Bergstrom/Dallas Holmes 12.15.06
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Appendix G

Current Program Analysis

(ewreqery)JIN V.1

(yurog Suraidsyuey 1 )dwe)) asougoul(]
(Tpoummg )dure)) ooedg
(JueIeJ/sTourL])SWea ], yaa],
(JuaxeJ/stouel,])son0qoy
(STOURI)SAIMUAAPY 33V
(yuareq/stouel])SID/SID
dmysiapea] nox

JUSWIYDLIUY [00U2S

§159)U0)) ‘sjpanay ‘sdure)
swerord qn) [EUOCTHPRI],
([[ouung/sauo( )00y IYVH-+
(Me@)dJA—SuLOlU H-¥

ASojoumaa)
‘A310u9 ‘90uUdIdOs—uoneIo[dXy 19318) e

%86-56+ (0L"G)SWEIS0IJ YINOX ¢

(orgQ)Anuey poo] 1epag & ping
(ope1010D)sary20y Sy Ut NIM

syueg Poo,] 0} SUOTIBUO(] JeIN/NI01S3ATT H-¥
(oeyg) satnued poo ] 18 JuTuspILL) ISUIBIUO))
(ceys)

(sexo g pr3 SUOTIRUO(] 2oNpOoLf WeaH oY) wol ysal]
(ewreqery)yeaH 1oy dn 1omod (oaaqry)uoninny suodg
(ewreqely) QA1 01 9A07] (seuof)umimonimy) spood H-v
(sexa]) sa1aqen( yim 3 2 119M o (pAoIp]Q)setpoway [eqISH
(sexa])dNJ—SuAr] 1aneg (ussuisLieag AeaH
(otepy) spryj 10y 1sng so[A1say1'T AyiTesH
(eurjore) "N)1eag AYI[eoH ® 11ESH MO X JAID HNSA/dINIH UONHINN/ANSIqO/IEH T
(suoLT)imog SIS
AII'T/As2U07) SUD BRI UOISIISP IOWNSUO0))
(suoAummonm) §30 H-v

(oryQ)saaes

BOLISUIY—Iq(] JON I[EaM PIIng
(pureqey )isajuo)) spews 1]
(oyepr)eyrT Mo X ASUOIN MOK
(oyeppyrewIg pIe) JIpa1)

(seuor)£oe10)r] [RIOURUL] UINOX

$2010Y)) [BIOUBUL,] [BUOSIOJ

AsuoA] mo & Jo a8rey)) aye],

5.vdal

(T9yesunpj/uosiaq[y)uoneonpy JAng WOk
wea , uonuaaaiyg Loydnryueg

(79'€)sSaUISNQOIOIA o
(0°g)suonendod
9SIOAIp 10] SUISNOY Q[QEPIOIY e
(¢°g))Burpua A1ojepald e
%6 (69'9)AILMI3G [eroUEUL ‘]

Suro(] a1€ $3JL)S 19Y)0 JEYAL

Juiop Apeafe st 1SN JEYM

SEaly WeIsod]




‘aIN}NOoTIOH [BIUAWEWI()) SIAB DN
Jouapien) IdSe lotunf
(stouruspIed S JHYS
(stourfuapren Aunwuwo)

AJI[IqeuIR)SNS JO $SAUISNQ Y] -UIJID)
SunyuIy ]~ 90URIU0)) ANSNPU] UIID) YeBl[()
weISoIJ 199JUN[0 A JOUSPIRL) I3)SBIA]
(s1oue1])IaUdpIRD) ISISRIA JOTUNS

%L 8 ‘(S1"S)OTMNONIOH] [EJUSWUONAUY "9

(omgQ)so0opInQ YPNOX
(s1our([)siopea [BIMEBN A)UNWWO)

(stour([) TNOS/PUe] UBgI() M dABS

Ansa10] URQI() UOTSUAXY
juswafeueA 1sod pareidau] — NI
(3s01(q) Suruwre,] owesIQ

(mo£) uoyoiauy yei)

weI3o1d ISI[emieN 19)SeA
(yosyery) syue[d sAneN

AemyieJ [eotuejoq uap30
(paadspoon) umiaIoqry ANmN
(paadspoony) premals 991], ISEIN
I01ua)) TedIuRlOq UBl)

9SNOH gein

SIOUAPIEBL) I9)SeIA — Surdesspues] asIp I91e M
(suyny)) Surdesspue asIp 211,
(ddo) uoneAIsUO)) I1EM

MO[ U1 MOTS

(1aussaAI91E A\ JO ApOq ® 1dopy
(xoussa) LAM 102lo1d

%C6x “(S'S)3uruuE]q osn pue] e
%L6x
‘(€1 ¥)HPIIM UO spoedw] Ueqi() o
%E6 (69°1)S20IN0SAI [BINJEN UBGI)) o
(g g)asn pue| ueqn/pue] 5 JO SSOT e
(z6'p)
A31aUg puB 191E A\ JO IS0 SUISTY
I8 %6L
‘I9YeM %66+ (85" SIRTEM PUB LY @
SONSS] [BIUSUWIUOIIAUY G

(sexa] Jyouey eZZIJ

(sexo] )she(q uLre

(sexa])ire] 8y

(stour[[ oy IeA S JOULIBJ YINo X

(5[oe[g) UOTIBIDOSSY S J9MOID) ALIdE Yel(]
(1sox(q

2% Prep) sdoysyIop amiMotSy PayIsIaAl(]
(poupuaydIN) sdoysiiop 98eaIdy [[ewsg
s&e(] pIoL] WE ]

%9Lx ‘(LL )98eo10Y [[eWIS o
%L 8% (9 G)SIoNIRIA ULIR ] UBqI() ‘{

(oeyg) sdure) Ae(] 18 SUruapIe IaUrRIUO))
@rom) qe] weld

(eorpusiy)werdold remduwo) ysiuedg
(uoserg)dwe)) soedg A19A0081(J




sAe( pIo1 wue

Korron1 3y 01

(1o3esunp)12413218)) oY) 10 218D

%28+ ‘(0°S)sonss| Sudy 6

(uosunyreq
29 JUaIRJ ‘UMqUsEA, ) JUSWITeURIA I19)SLSI(]

%9L+ (LT ) uswoSeuey 11sesiq '8

(pueiSoys
‘uoyloquISTH) AJrwe,] jusied S[3ulS %88 (0°p)Sunuared e
(1eQ) INO WBIN ATWe | %68+ “(L0"P)ATIure,] pue YIop 3utoueed L
gurdessonauy - SV A-AN
(A3o[ouydar01g sour] djoy suoyd

jue[ pue ‘A11S210,] UBGI[) ‘JUoMIdFRURIA
KI19sInN] “9m)[noLIo],] ‘am)moruof] adeospue]

2 sonsoudei(] Jue[J — SMINOTLIOH JOWMSUO))
("0D yeiq) ‘0D Y I[ES) AIMNONIOH [1B[




Appendix H
Extension Metro/Urban Task Force Survey — Impediments

In the November 21, 2006 task force meeting we responded to the question:

What do you consider the three greatest impediments USU Extension will face in
developing an metro/urban extension program for Utah?

Data Analysis

Metro/urban Task Force Views

At the NGT session a listing of the impediments identified by the Metro/urban Task
Force were listed. The Metro/urban Task force ranked each of the items on the basis of
how significant you believe this impediment will be for Extension [1-10 scale]. Rankings
of importance are displayed [i.e.6.93] following each perceived impediment area.

o~ W N e

6
4
8.
9

10.

Funding [ 6.93]

Ability to change our mindset [ 6.77 ]

Determine what to give up — based on our mission [ 6.62 ]
Willingness to change [ 6.54 ]

Extension is an aging system — learn how to work with up and coming
Extension staff and their perspectives [ 6.46 ]

Delivery and marketing issues of Metro/urban setting [ 6.43 ]

Change public perception or image of Extension [ 6.23 ]

Staff with an metro/urban perspective [ 6.23 ]

Motivation or lack of program/initiatives [ 6.08 ]

Lack of diversity skills and perspectives in Extension — [ 5.93 ]

*********************Top Ten ImpedimentS*******************

11.

12.
13.
14.

15.
16.

Lack of clearly well-defined & communicated objectives for Extension
Metro/urban initiatives [ 5.46 ]

Communicating with metro/urban audiences [ 5.46 ]

Shifting demographics of our clientele [ 5.42 ]

USU identification for being farm or rural — Extension image not metro/urban
image [5.42 ]

Top-down directives such as metro/urban extension [ 5.40 ]

Duplicate programs with other agencies [ 5.17 ]
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17.

Time to transition from rural to metro/urban programming [ 5.09]

18.
19.
20.
21.
22.

23.
24,

25.
26.

27.
28.

Ability to market to metro/urban audience [ 5.00 ]

Ag support — fear of losing our base [ 5.00]

Rural audience concerns — are we being lost in Extension? [ 4.83]
Developing internal partnerships [ 4.82 ]

Competition with other governmental agencies, universities, and commercial
businesses and groups [ 4.82 ]

What are metro/urban-based needs? [ 4.50 ]

Colleagues who can be supportive and identify with Metro/urban issues —
county partners [ 4.45]

Defining clientele & audience in metro/urban setting [ 4.42 ]

Difficulty in developing partnerships — external perceived threat

[4.42]

Determining priorities of an metro/urban clientele [ 4.40 ]

Difficulty in recruiting metro/urban volunteers [ 4.00 ]

Data compiled/analyzed USU Extension Institutional Research
Lisa Bergstrom/Dallas Holmes 12.15.06
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Appendix |
Service/Degrees/Specializations
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Appendix J
Metro/urban Programs of Utah Cooperative Extension Over

Time

X X X M ‘aseDd n flunoag |elouBuld HN 9A31YoY IETNiTe)
X a 'epen n asiwold yim fwey pue ynop $04d
X X M Jaung n 2IMN2ILUOH H-v ainynouby
X X M “Jaung n [onuoD pasapa EXNGET
X X M 'Jaulg n Buiuiel) loyedddy apioisad alnyn2uby
X X M Jaung n quiny] usais 21N} N21BY
X X M Jaulg n BIpa| PUE ucheonp3 21mnouby
X 3 M Jaung n Alysnpu| usal aimnouby |
X X M laulg n 1auspleo) JoiseN aInynouby
X M ‘siaig n S18UMQ ssauisng abejuaH 18410
X X r ‘nmyureg n J9jSuUel| Abojouyoa ] 1210
X X r ‘lyuseg n Aieq pue 320}saAl 2Innolby
X X X T nyuseg n IS $201N0S9Y |BINJEN
X X X X X r 'Inyuieg n 2.MNolIBY SANBUIR)Y ainynouby
X X X X X r ‘lyuleg n Kwouoiby ainynouby
X rnyuleg n JusWwabEuEl 1Sod pelelbaiu] a.nnouby
X X X X X q ‘Aejeg n sjexieyy poo4 pue By Inoge swelbold YInoA UINOA
X D ‘Aojbeq n @apwwo)) aseasig s,2uyor ainynouby
X X X a ‘usspunwy n poddng einynoiloH Jajuad [ediueiog Yein aimnolby
X X X a ‘usspunuwy n welbolg Jouspies) 19)SE 21BlS ainnouby
X X X X X a ‘uaspunuwy n uoneonpg 2JNHNoINOoH a1nynouby
X x X X X q ‘uespunwy n welibold 129)un|o/ J8uaples) 18)Se a1 nouby
X X X X X q ‘uoisiyy n s)sed podolypuy uo ysieasay EYLEI
X X X X q ‘uois|y n 1add pue ABojoig 1x3 1o} diysiapean 2IMnouby
X X X X X a ‘uols|y n ABojowoju3 ul ucesnpg yoeannQ ainynouby
X X X X X Qa ‘uolsiy n weibold diNI Uein ey Sleuipiood 21Ny Nouby
X X X X N ‘uospeq|y n uoneledald 20J0PI0M UYINoA
X X X W ‘uospaq|y n I ENDEE LI S04
X X X W\ ‘uospaq)y n [129uUnos) AJIOSIAPY 80uU8s|oS Jawnsuo) Ajlue- Yo |
X X X X X W ‘uosuaqly n uoljeonp3 buisnoH SO4
X X X X X W ‘uosuaqly n JuswiebeuE |e1dueUld -Buleg-[9AA 21wou0os Ajjwe SO4
9002 | 5002 | ¥00Z |£00¢ [2002| [eniu| eweujse]| dion aanoelgo/welbold Jo el S1004 O'OANTY
Ieaj 20d Heis/Aunoed |einyueqn an1 welboig adA ] weibold

pejonpuo) sweibold jo spoday 1004
900Z-200Z oB1l weiboud pue odA] Aq sisAjeuy weiboid uoisuaxg A1sieAlun 93els yein

50



X X X 1 ‘'sbbuo N uonen|ena AjaLieA ejely aIn)nouby
X X X X X [ ‘peadspoo n uoneonp3 pue Bujuiesj aIn}NdILOKH a1mnolby
X X X X r ‘paadspoos n juswdojare diysiapea-siousples) 1sisey a1nynouby
X X X X X r ‘paadspoo n Buluiel] -slauapieo Jajsely 21Ny noLby
X X X X X [ ‘peedspoos) n Knselod] ueain aimnouby
X X S ‘Jaizel4 n uonony uol|els H-v ain)nouby
X X S ‘Ieizel4 n ajewlapea] Ajunod JETNTS)
X X S 'leizeld n dwe) bunjoo) H-¥ UINOA
X X Q ‘Jaizel n dwed Aeq H-¥ UINOA
X X S ‘181zeld n dwe) bumes H-v UINOA
X X S ‘laizeld n lleq ssaupaledaid Jeisesig AS(Q UNWWOD
X X X X a ‘souelq n uoeonNp4 [BjUaWUIOIAUT YINnoA
X X 9 ‘Aedwg n wea| Wae)se-4os H-7 dY} 1sIssy UINOA
X X X X 9 ‘Aedwig n S04 - bulwelbold H-p uaun) uleisns R aaosdul| S04
X X X 9 ‘Aedwg N swelbold |00YoS JBuY H-¥ D192 1sLg dojaasQ YINOA
X 9 ‘uosely n weibolg sdwe) aousiog Jawwng Alanodsiq YINoA
X 9 ‘uosel3 n swelbolg J1jand siojejnwis adeds Aisaoosig UnoA
X 9 ‘uoselq N wnasny AI2A02sI(g UINOA
X X X X X q ‘oyeld n UORONPOoI 2in)nouby [euonipel1-uoN a1 nouby
X X X X X a ‘=eiq n UoRINpoId [edmnouby 21njnolby
X X M Yolwig n Juawdolarag YINOA H-¥ UINOA
X X X X S ‘Aemaq n UONOY pue SSBUSIEMY YINOA UINOA
X X X X q 'x09 n suoneziuebiO PNOA ‘H-b 100UdS-1a)y '[00YoS J»Byl0
X X X X 1 ‘X0 n weibold JauepJies) Jojse Jounp YINnoA
X X X X 7 'X0D n uoneonp3 Ajunwwo) ain)jnolby
X X X X 7 x0) n uonealasuo?) Jajep) edeaspueT] $901n0say [eJnieN
X X X X 7 'x09 n S190Npoid 21N)NOILOH [BloIaWwwWo) ainynouby
X X X X 1 'x0D n weibold Jausples Jojse ain)noLby
X X X r ‘uensuyo n Jyuawdojenaaq diysiapes ynpy H-v YINoA
X X X [ 'ueysuy)d n asiwold yum saljiwed pue Yinox UINnoA
X X X  ‘uensuyd n juawdoaag UYINOA H-v UINOA
X X X N ‘uasusisuyd n AyieaH HeaH-wnnouINg 1eag AyjlesH SO4
X X X X X N ‘ussuasuyd n welbolg sajegeiq sO4
X X M ‘esen n HN 10 ssaualemy djjqnd asealau| 12410
X M ‘esen n pjo14 buip|ing uaai9) ay} ul asipadxg uled $90IN0SaY |einjeN
900¢ | 5002 | #7002 |€00¢2 [2002| [enlu] ‘sweujse]| ylion aA03lqO/welBold Jo spil S1004 O'D'ANAY
ICEJN 10d Heig/Ajnoe |eanyueqn onil weiboid| odAL weliboid




X X ) ‘uosqooer n Jswiodw3 pue uoleonp3y 130V 1PY10
X X 3 ‘uosqooep n swdoarag UINoA d4A YINoA
X ) ‘uosqooerp n puuies] H-v YINOA
X X M ‘uosqooer n buluies) d4A Byl
X X ) ‘uosqooer n BuiyIoM}aN/SUONBION.||0) ARUNW WO H-# JETTe)
X S ‘uosxoer n sweiboid WNOA B H-v (INOA
X X X X X 3 ‘uosyoer n soueUIpIO uoliebLl| pue adedspue [apoly $90IN0SaY [BINJEN
X X X X X 3 ‘uosyoef N UOIBAISSUOY) JSJEAN $80IN0SaY [BINjeN
X X XEREE n spueT |einynouby Jo uonisuel] buibeuepy ain)nolby
X X 9 ‘uas|eels| n a1n)no1IBy aAeuIs}|Y 2inynolby
X X 9 ‘uss|aels| n yinoA Aiiep H-f Jo uonedioied pue juswdogaaq UINOA
X X 1 ‘19yesuny N juswdosjreg UINoA H-v UINoA
X X 1 ‘1eyesunH n 9SIWOId YIM Saljlwe pue YinoA UINoA
X X 1 ‘19yesuny N uonNN UBWINH S04
X X 1 ‘JeyesunH n sweiboid Z1-M pue ‘yinoA H-v YinoA
X X X X X 1 JayesunH n “abelojg/uoneAlssald -Alfenp/Aieses poo4 aimnouby
X X X X X 1 ‘19yesunH n yuswdojeAeq uewny pue Ajiwe SO4
X X X X X 1 ‘JoyesunH n Juswabeueyy [eloueul] -bBuiag |9 dlwouod] Ajjwe SD4
X X 1 ‘l@yesuny n uoneonp3 Jakng sawoH auwi] st S04
X X X VY ‘@snoH n uo1}BONPT 9oUBUl4 JSWNSUOY SPIACId SO
X X X X X v ‘UojuiH N Auno) yein ul ainynoiuoH ainynouby
X X NIBEGRETET n all4 pue poo| $90IN0SaY [BINJEN
X X X X X ¥ ‘JlemogayeH n adeosiay aInynouby
X X X X X o ‘IamogajeH N UOIBAIaSUOD J9Je S90IN0SaY [eINieN
X X Y ‘1amogajeH n 2IN}|NOIOH |eidusn) a1n}nouby
X X X X X Y 1I8amogajeH n aJe) ume pue LasinpN ‘adesspue [elosauuod a1n)nouby
X X Y ‘JamogsieH n uoneonp3 YinoA YInoA
X X X X 3 ‘AsimeH N AINJ3S WB)SAS 20UBADPY By10
X X X X X f ‘uosiueH n SeNIAIDY sHodg buooys YINoA
X X X X X  ‘suieH n sfeq pleld wie aIn)nouby
X X S ‘Ang n Raning Ajunwwo) AlD siUM ASQ UNWIWOo)
X X [ Jleuung n 191Ua7) [edIuelog Yein aInjnouby
X X [ ‘lsuuns N uoneonp3 aInynotloH 21n}nouby
X X r euuns n welbold Jeusplies) Jojsey a1nynouby
X X 1 'sbblD n uonen|ens sebeloj [enuue UoSEeas-|009 ainynauby
9002 | 5002 |#002 |€002[200Z| Ienuj ‘sweuise]] yion aAjoa[qO/Wwesbold Jo spiL S1004 O'D'ANdY
ICEYN 50d Jeig/Aunoe |enyuueqn amL weiboig| edA) weiboid




X X X X X H ‘eloIpusiy n uoneloge|jon Ao weyblg /iapj3 Xog uoisualx3 18410

X X X X X a ‘Aoayon n uoneonpg AJjsalo4 soeualu| UBGIN-PUBIPIA $92IN0saY |einjeN
X [ ‘'ssoy-siyleiy n UlleaH pue ‘j1aiq ‘uollINN -aj17 Ajwed So4
X r 'ssoy-siyieiy n Juswabeuey [eloueul{-a) Ajwe- S04
X [ ‘ssoy-siyleiy n Auenp/Aieges poo4 -8y Allwe SIeF|
X [ ‘ssoy-siujepy n NSU-1e -seljiwe; ‘YnoA ‘uaipliyd - 817 Ajwey SO |

X [ 'ssoy-siye n weiboid Juswebeuey| 82I1N0soY -8SNOH Yein $90In0SaYy [einleN

X r ‘ssoy-siyien N 9snoH Ueln S90IN0SaY jeinieN
X 7 'suoAq n SOl[0j0d H-¥ BYl0
X 7 ‘suoAq n UOHBUIPJOOD WNINJILINYD H- 18410
X 7 'suoA N 90UBUISA0S) LPNOA/SAIysIauLB }INpY Pue YinoA YINoA
X 7 ‘suoAq n 20UaI3JU0D H-f [BUCHEN YINOA
X 7 ‘suoAq n $$216U0) H-17 [euoleN UINOA
X 7 'SUoA] n Jled 9jels yein JByi0

X X X N ‘suyny| n uoneonpg Ajsai0-4 ad0euaju| UBGIN-PUBIPIIA $801N0saYy [BINJEN

X X X X N ‘'suyny| n uolleonp3 Alisalo4 AJunwiwo) pue ueqin $90IN0SaYy [einjeN
X 0 ‘lsquiny n aoue)sissy ysopdioH 18Y10
X 9 ‘laquiny n apo) weysks bupepdn/buiuweibold I=TiTe)
X D ‘laquiny N Buiun| souewloLied @seqeleq FETTTe)
X 0 ‘lequiny n Juswdojenaq a|npoN MaN IETTTe)
X SWELTTY n Juswdojanaq aiemyos meN IETTG)
X 73 laquiiy n swa)sAg aseqeleq maN Juswalduw| IEDTe)
X 2 ‘lequuny n swalsAg MaN 104 awayos aseqeleq dojaaaq IEDTS)
X X 2 IBquIny n sisfleuy abesnels JETS)
X X 0 ‘laquiny n sisAleue AjINoag Byl
X X D ‘laquiny n ajep 01 dn alemyos/arempiey JI9AISS dooy 1BYI0
X X 9 l_quiny n UOljoBSUEL) OjUl Wa)SAS 8I1n08S 1BYI0
X X 9 lequiny n Runoag asegejeq/uonewlol| IEINTe)
X X X r ‘uale)| n as( qe onsoubeiq pue s}oasu| O Uoiedyuap| IEINTG)
X g ‘ussusbiop n Asydnnjueg SO4
X X X X X uisny ‘uosus N s]sajuo) |mog zinp Alleq 1BY0
X X X X [ ‘uasuap n diysiepean pue Juawdojanaq UINOA H-v YINnoA

X X X X [ ‘uasusp n welbold 90Inosey [eiNeN H-v S20IN0SaY [einjeN
X X X X r ‘uasusp n uoNUB)3Y puB JuBWINIOSY JopesT JETTTS)

X X 3 ‘uosqooep n wawAodw3 pue uoneosnpg A3 UNWWOY
9002 | 5002 [#00Z|€00Z[2002] lenu| ‘sweuiseq[ ¥ion anoalgo/weiboid joaplL SID04 |  O'O'AN'dY
s 20d Heis/Ainoe |renyueqn ol welboid|  edk] weiboid




X 7 ‘olsleld n uoneonp3 Ajunwwo) A8 UNWIWwo)
X 7 ‘oia1eld n uoneAlasuo) Jalepn adeaspue $80IN0S9Y [RINJEN
X 7 ‘oieleld n S12onpold a.n)NJOH [EI0IaWWOo) aInynouby
X 7 ‘oisleld n weibolid 1auaples Js)sep aInynouby
X X Y ‘eled N funon Jaga\\ Ut Welbold enjusApy aibby UINCA
X Y ‘Sled n qnjo Alayoly Jajuad SRYM [[BYSIE LElsay 18Yl0
X X X Y ored n sqnjo Alunwwod Apjeem pjoH A9 UNwwon
X X X Y ‘ored n UoISSI S, 20Ul YINOA Baly uspbQ 1sIssy YINOA
X X X Y ‘aled n welboid pods buijooys e dojpraqg YINOA
X X X Y ‘oled n weibold Yoo pue 19g ypm suoneziuebio yinoA 1sissy YINoA
X d ‘ajed n SISA3] [I14S SJapiY YInoA
X X Y ‘aled n swelbold yoa] pue adualdg dojgaaq YINOA
X X X ¥ ‘eied n $90IN0SaY [_INjeN ul sweiboid dojaaag $90JN0SaY |einjeN
X X X Y ‘led n %00}SOAIT "I Ul uoedionted asesiou| ainynouby
X X X Y ored n aIn)noubY eAneuIR)Y aInynolby
X X Y ‘@)ed n uoljoesies qor Japean IENTe)
X X Y ‘eled n weiboid esioy ay} ul diysiapes| YinoA asealou| YINOA
X X X X | X S ‘ues|0 n sdoly aAeuIR)Y aInynouby
X X X | x S 'uss|0 n suoiup ainynouby
X X X X X S ‘uss|O n uoleonp3 aInynouoH ainynouby
X X X X X S ‘uss|O n 19)Ud7) [edluelog Uein aJn)nouby
X X a ‘Aydinpy n 9SIWOId YlIM saljiwe 3 YINOA UYInoA
X X a ‘Aydinpy n spiemy g diyslejoyss uoijiuboosy Jequasy H-v UYINoA
X X a ‘Aydinpy n Bulwweliboid YinoA |euoiipes | -UoN YINOA
X X a ‘Aydinyy n Buiwelbold |euoneanp3 H- YINoOA
X X a ‘Jauiy n uonEeoNp3 uoiuanald Adjdniyueg SO4
X X X X X q "suiy N foelg) By Buinosdw) ainynoLby
X X X | X | x a Jeuipy n aInnouby aimnolby
X X X X X q ‘leuin n $90IN0SaY |einieN $90IN0SaY [BJnjieN
X X X X | X a 18U n uononpold doi) aIn)nouby
X X 1 el n weibold uopedonp3 uojuiNN [SOF!
X X TRE N UoNEeoNp3 JaWnsuoD pue Ajjwed S04
X X 1 98N n uoneonp3 Jawnsuo) S94
X X TEMT] n uoneAlasald poo4 -Uoneonps JaWwnsuo) pue Ajwed S04
X X N ‘1ausspy n uoyeonpa Ajjenb Jsjem Ajjunwiwod pue ueqin $90.n0SaY |INjeN
900z | 500z [002|€00z]200Z| renul ‘sweuiseq| yion anoalqo/welboid Jo ail SI004 |  O'0'ANAY
I=ENN 10d Heis/Anoed [einyueqn a1 wesboid| adA] weiboid




X X X X X g ‘amoy n Buiuue|d [eloueui4 j00YdS YbiH ‘10jeulpioo) ajels SO4
X X g ‘amoy n 1S4 ‘wes] Juswabeueyy eAleniu| jeuoieN So4

X X X X X g ‘'amoy n 1Sl[einadg uoisus)x3 Juswabeueyy 821nosay Ajjwed SO
X X r ‘ayosnoy n JuewdojoAsg UBWINH PUE ‘Apwied ‘abellep S04
X X r ‘ayosnoy n JusWwabeueyy e01nosay Ajilue4/buisnoH (Yo
X X r ‘ayoenoy n Alojes pue abelo)g ‘UoleAIasald pood S04
X X X X X r ‘ayoenoy n Juswdojana(] Jssjunjop/diysiapes ByI0
X X X X X r ‘ayosnoy n WawdosjAeg YINOA H-v UINOA
X X X [ ‘ayoanoy n 3SIWO0Id Y)M Saljie pue YINnoA YINOA
X X @ 'Jebiaqsiyioy n 9SIWOId YIM Saljie pue YINoA YINoA
X X X X a ‘1ebiagsiyioy n UORBJIUNWWOY pue Jays|SMaN H-p YInoA
X X X X X Q ‘1ebiegsiuioy n swelboid Juswyduug |0oyss YINoA
X X X X X Q ‘1ebiagsijyioy n juswdojanaq JapeaT J8ajunjon H- YINOA

X X X X X q ‘19biagsiyioy n s}o9/0.d ¥20)s8A17 ain)noLby

X Y 20y n Juswdojans(] |euoISSa0ld UIBjuB |y 1BYIO

X v ‘e0y n uonejussaid epaw yoealjno sjepdn g dojeas( JETTe)

X Y ‘o0y n Juswobeuepy S/EMYOS B 8sedeled 1dddn BYI0

X V ‘a0y n solysoubelq 109su| wiopad ain)nouby

X Y ‘suaqoy n WN[NoRIND [00yoS buiyoos) ebelo}g pood bulpuedx3 S04

X X X X X v ‘spyegoy n H-v pelejay 90usIos Jawnsuo) pue Ajjwe4 bugowold SD4
X Y ‘suaqoy n YSIY JE YINOA Ul sjassy bujjowoid YINOA

X X X X X v ‘suaqoy n SjUBINE)SaY Pue BWOH Ul Ajajes poo S04
X X X X X v ‘Suaqoy N as) abelio)g poo4 SO
X X X X X Y ‘SHeqoy n uoneAIasald poo- S04
X X X X X V ‘suaqoy n $$97 10} Jajjag buiyoo) S04
X X X V ‘suaqoy n wea} sanss! uonuaasid Asjdnnjueg jo joedw| SO4
X X X X X v ‘suagoy n uonesnp3 Juawabeuepy [eloueul] AjlweS SO4
X X X X X a ‘10190.1d n juswdojansq YinoA YInoA
X X X X X a '103001d n Juswdojans(] JapeaT Jesun|oA H-v 1BYlo
X X X X @ 'fojooid n (d4A) sy Je saijiwed/ynoA ‘uaJpiu) YINoA

X X X X X Q ‘1010014 n JuswdojeAsg uewnH pue Ajwe4 S94
X X X X X q ‘loy0.id n UOIINN pue poo4 S04
X X X X X q ‘10)00.d n Mienp pue Ajajes poo ‘uoieasass.d pood SDA4
X X X X a ‘10300.d n uonesua) Alejes siebeuepy poo4 S04

X 7 ‘olole|d N welbold Jauapieo Jajsepy Jounp YINOA

9002 | 500Z |¥002 €002 |200Z| [emu] ‘sweuiseT| ¥ Jof aAJo8lqO/welbold Jo Sl SID04 O'0ANAY
ICEYN 10d Heig/fynoed [eanymean oL welbosd| adA] weiboid




X X 1 ‘KingpoopA n JUSWIAA0AU} AJUNWIWO) A9 UNWWOD
X IN ‘JIOM n uoiieonp3 ABojouyoa L Hiz YINoA UINOA
X X N “HOM n uoneonp3 aIn}NdIUOH YINOA ainynouby
X X N HOM n suofonpold/suonealiand eipa ssei ainynouby
X X X X X N ‘JIOM n uoljeanpg buluiel] 199junjon aInNoLBY
X X X N oM n juswdo[@Aeq 82In0say |euoleanp] 1BY0
X X X N ‘HOM n wawdojanaq welbold Jauaplies Jajsep ain)nouby
X X X X X N ‘HOM n uoiednp3 aInyndIUoH NPy 21n)NoLbY
X X X X N ‘HIoM n uofjeonp3 ain|nNoiJoH UINOA YInoA
X X X X X S ‘SWweiipn n Riunwwon asIaAIq & o diysuonejey ouj uayjbuains ASQ Unwwon
X X X d 'swelIpn n swelboid UonuINN YINnoA apiaoid UInoA
X X EEE n WOO0ISSE|D oU} Ul by aimnouby
X 7 ‘pueibods n wnnNoIng uoneonp3 abellely ‘1x3 [euolleN Hoddng S04
X X X 7 ‘pueiboys n SONss| [BoI1D) SSaIppy 0} bulwwelibold dojaasg SO4
X X X X 7 ‘pueibons n 108lo1d @bele Ueln au) Jo YJOAA SY) oddng SO
X X X X X 7 ‘pueibonsg n Aunwiwo) ouneT ur sabelep AylesH AS(Q UNWiWo)
X X N ‘oeys n juewdojeaaq diysiopesT Jauples) Jojsely ainynouby
X X I ‘oeus N p3 @1n)ndiHoH HNPY 8In)inouby
X X N ‘oeys n UoNEoNp3 Jeuples Jaise 1N NoLBy
X X N ‘oeys n fiysa104 ueqin S80IN0SaY [einjeN
X N ‘oeys n aInynouby aInynouby
X X W ‘oeys n yos] abeaioy [BWS aInnouby
X X X d Noos n 20USI0g Jawnsuo) pue Ajiwe- S04
X X X d Noog n YSIY Je sollie/UinoA WINoA
X X X | x | x d NooS n dNd /weiboid uoninN Ajjwey SOd
X X X X X d Nodog n d3aNd3 S04
900z | 500z [rooz [€00z]z00z] 1emul 'sweuiseq| ¥Jon aAoelqo/welbold Jo sl SI004 [ O 0AN'AY
1ed A 10d Jeig/Anoed |rinyueqn opl weiboid| odAL weiboid




Appendix K
Hedgehog Concept from Jill Collin’s “Good to Great”

In this famous essay “The Hedgehog and the Fox,” Isaiah Berlin divided the world into
hedgehogs and foxes, based upon an ancient Greek parable: “The fox knows many
things, but the hedgehog knows one big thing.”

Those who build the good-to-great companies were, to one degree or another, hedgehogs.
They used their hedgehog nature to drive toward what we came to call a Hedgehog
Concept for their companies. Those who lead the comparison companies tended to be
foxes, never gaining the clarifying advantage of a hedgehog concept, being instead
scattered, diffused, and inconsistent.

The essential strategic difference between the good-to-great companies and the
comparison companies lay in two fundamental distinctions. First, the good-to-great
companies founded their strategies on deep understanding along three key dimensions -
what we came to call the three circles. Second, the good-to great companies translated
that understanding into a simple, concept that guided all their efforts - hence the term.

Hedgehog Concept.

The Three Circles

A Hedgehog Concept is a simple, crystalline concept that flows from the deep
understanding about the intersection of the following three circles:

1. What you can be the best at in the world

(and equally important, what you cannot be the best in the world at). This discerning
standard goes far beyond core competence. Just because you posses a core competence
doesn't necessarily mean you can be the best in the world at it. Conversely, what you can
be the best at might not even be something in which you are currently engaged.

2. What drives your economic engine?

All the good-to-great companies attained piercing insight into how to most effectively
generate sustained and robust cash flow and profitability. In particular, they discovered
the single denominator - profit per x - that had the greatest impact on their economics (It
would be cash flow per x in the social sector).

3. What you are deeply passionate about

The good-to-great companies focused on those activities that ignited their passion. The
idea here is not to stimulate passion but to discover what makes you passionate.

What you are deeply
passionate about

What you What drives
| gan b.e tze your
est in the economic /
“world at J 57
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Appendix L
Executive Summary & Analysis: National Survey of 1,000 Adults

Introduction and Methodology

The polling company™, inc. is pleased to present to the National 4-H Council this
analysis of findings from a recent national survey of 1,000 adults (aged 18+).

The sample was drawn utilizing a Random Digit Dialing (RDD) method where phone
numbers were generated by a computer to ensure that every household in the nation had
an equal chance to be surveyed.

The survey was 20 questions in length, including one open-ended question and nine
demographic inquiries. Sampling controls were used to ensure that a proportional and
representative number of people was interviewed from such demographic groups as age,
gender, race, ethnicity, and geographic region.

The margin of error for the national survey is calculated at + 3.0% at the 95% confidence
level, meaning that the results obtained would differ by no more than three percentage
points in either direction even if the entire adult population nationwide were to be
surveyed.

The survey was fielded August 16-18, 2005 at a Computer Assisted Telephone
Interviewing (CATI) phone facility using live callers. The final questionnaire was
approved by an authorized representative of National 4-H Council prior to fielding.

the polling company™, inc. for The National 4-H Council 2

Analysis of Findings from Survey of 1,002 Adults Nationwide

August 2005

Analysis of Findings

Most Americans have a Positive “Association” with 4-H, but Many Lack Specific
Knowledge About the Group. When asked in open-ended fashion to share what they first
thought of upon hearing the 4-H name, 39% of survey respondents volunteered a “club or
organization”—many noting it was an organization specifically oriented towards youth.
Livestock, county fairs, and young farmers were also common top-of-mind associations,
as an additional one-quarter (25%) of Americans surveyed connected 4-H to farming or
agriculture. A collective 9% recalled a 4-H related activity (cooking, horseback riding), a
similar organization (Boy Scouts of America), or an aspect of the club’s founding tenets,
including the four “H”’s themselves. A full 27% claimed they could not identify what
4-H was or declined to hazard a guess.

Strategic Recommendation. Educate Americans on how 4-H is relevant to

them. Replace the notion that 4-H is only all things agriculture by promoting
the diversity of the club’s offerings—including programs focusing on health and
fitness, business and economics, technology, leadership development,
theatre/drama, as well as its many courses on science, the environment, and
animals.

Question: Please tell me what first comes

to your mind when you hear “4-H”?

Selected verbatim responses of Americans nationwide:

58



“Agriculture program for kids.”

“Kids raising livestock for themselves.”

“Animals, leather-craft, cooking, [and] photography.”
“A program I was in as a child that taught leadership
skills and responsibility.”

“Head, help, and happiness club.”

“Healthy, wholesome learning and fun for children.”
“Good organization for rural folks.”

“Kids, life skills development, hands-on learning.”
“The club and the clover leaf.”

“Homemaking and cooking skills.”

“A club for youth, kind of like the Boy and Girl Scouts.”
“Heart, hands, health, and happiness.”

“Club where kids get to raise farm animals.”

“School club for future farmers.”

“Head, heart, hands, and health.”

“Very positive a wonderful program for young people.”
the polling company™, inc. for The National 4-H Council 3
Analysis of Findings from Survey of 1,002 Adults Nationwide
August 2005

Groups more likely than most to hold

a favorable view of 4-H included:

[J0J Adults over the age of 45

C1[1 Whites

1[0 Rural dwellers

L1 HHI $50K-$69K or $90K+

C10J Married respondents

11 Residents of the North Central

United States1

17 Americans who were familiar with

and/or involved with 4-H when they were young

To Know 4-H is to Like 4-H. In a separate series of questions, respondents were queried
on their opinions of six national youth development groups, including 4-H1. Most adults
had some level of knowledge about 4-H (83%) and held the organization in high regard.
In fact, 75% of respondents surveyed viewed 4-H favorably (60% held a “strongly”
positive view).

An additional 8% said they had heard of 4-H, but had no opinion of it. A miniscule 0.5%
viewed the group unfavorably, the lowest negative rating of all six youth organizations
tested in this survey. Only 13% respondents admitted they had never heard of 4-H—
meaning they are ripe for an introduction and initial education on the youth organization.
As demonstrated by the following chart, there were significant demographic variances in
name recognition and favorability towards 4-H.

1 All respondents were asked to evaluate the same six youth-oriented organizations.
However, the order in

which the organizations (including 4-H) were tested was rotated to avoid bias.
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Name Recognition/ Favorability Ratings of 4-H
by Select Demographic Groups
77%

89%

76%

84%

92%

76%

66%0

83%

91%

82%

66% 66%

73%

87%

67%

57%

82%

75%

19%

9%

13%

7%

31%

23%

7%

13%

19%

0%

25%

50%

75%

100%

Total Whites Blacks Hispanics Rural
Residents

Sub metro/urban

Residents

Metro/urban

Residents

Aged 18-

44

Aged 45+

Total Recognition Favorable Opinion Never Heard Of
Groups more likely than most to
have never heard of 4-H included:
[10J Young adults (18-34)
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1101 Blacks

1] Hispanics

101 Metro/urban residents

[][1 Parents with children aged 18 or younger living at home. the polling company™, inc.
for The National 4-H Council 4 Analysis of Findings from Survey of 1,002 Adults
Nationwide August 2005

4-H was just one of the national groups respondents were asked to assess—they were also
given the chance to evaluate five other youth organizations with a national presence. The
following chart illustrates how favorability ratings were strongly linked to name
recognition for each association.

Total Name

Recognition

Favorable

Opinion

Unfavorable

Opinion

Heard of,

no opinion

Never

heard of

Girl Scouts of

America 97% 90% 3% 4% 1%

Boy Scouts of

America 97% 89% 5% 3% 1%

YMCA 97% 87% 3% 7% 1%

Boys & Girls

Club 88% 72% 2% 14% 8%

4-H 83% 75% * 8% 13%

Junior

Achievement 73% 58% 1% 14% 21%

Strategic Recommendation. The youth organizations that achieved higher
favorability ratings than 4-H—the Girl Scouts, Boy Scouts, and YMCA—have

all successfully ingrained themselves in the greater American culture. 4-H may

be able to improve its already stellar approval rating by simply making more

sects of the American public aware of its presence and its history of educating

and engaging the youth to become leaders of tomorrow. Reach out to those who
have not yet been exposed to the organization, namely minorities, young adults,
and metro/urban dwellers—they represent important “opportunity targets” for 4-H
to re-brand its image.

Groups More Likely than Respondents Overall
to Hold a Favorable Opinion of...

Boy Scouts of America:

89% overall

11 HHI $70K-$89K

101 Rural residents
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1) Sub metro/urbanites (and their rural
Counterparts) were more likely than city
dwellers to laud the Boy Scouts (92%

and 94%, respectively, vs. 84%)

1) Dads were more apt than moms to hold
the group in high esteem (92%-85%)

Girl Scouts of America:

90% overall

111 HHI $70K-$89K

7100 Rural and sub metro/urban residents were
more likely than their metro/urban peers to
favor the Girl Scouts (92% vs. 86%).

1) Moms were more likely than dads

to do the same (90%-85%)

YMCA:

87% overall

C10 HHI $90K+

(10 Fathers were more likely than mothers
to praise the YMCA (90%-80%)

[10J Sub metro/urban residents were more likely to
favor the organization (90%), while rural
residents were the least likely (84%)

Boys & Girls Club:

72% overall

(101 18-34 year olds

[ Parents

T HHI $30K-$49K or $50K-$69K
Junior Achievement:

58% overall

[0 35-44 year olds

1100 HHI $30K-$49K or $70K-$89K

7101 Blacks

101 Sub metro/urban residents

[107 North Central dwellers

4-H:

75% overall

[107 Adults over the age of 45

C100 Whites

7100 Rural dwellers

(107 HHI $50K-$69K or $90K+

[J[J Married respondents

[11J North Central Residents

[10J Those familiar with and/or involved with 4-H when they were young

Percentage of Americans who hold a favorable opinion of...
by age group
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59%

83%

59%

79% 75% 82% 81%

75% 75% 72%

90% 89% 85% 86% 83%
49%

65% 62% 62%

51%

40%

60%

80%

100%

18-34 35-44 45-54 55-64 65+
Respondent Age Group

4-H Boys & Girls Club YMCA Junior Achievement

4-H Generation Gap. Age played a telling role in a respondent’s propensity to have a
favorable opinion of some of the youth organizations tested. As the chart below shows,
support for 4-H was lowest among 18-34 year olds, and increased as respondents
grew older. On the other hand, The Boys and Girls Club and the YMCA scored higher
with young people. Junior Achievement found the greatest praise in the middle of the
age spectrum and the least at its bookends. Feelings towards both the Boy Scouts and
Girl Scouts were consistent across the age spectrum and are, therefore, not featured in the
chart below.

4-H is highly praised by Baby Boomers, but unknown by many young adults.
Generations X (commonly defined as those born 1965-1978) and Y (those born 1979-
1994) represent a “must-have” audience for 4-H. Many of the younger Gen Yer’s are
within the 4-H membership age group and their older “Y” and “X” counterparts will be
(or already are) the parents of the next cohort of potential 4-Hers.

Strategic Recommendation. To reach young adults, 4-H must speak to them

in their native tongue—technology. The 4-H website will likely be the first
source these generations turn to (on average, members of Generation Y spend
16.7 hours a week online). As such, it will be important for this site to engage
young people with the “latest and greatest” technology including blogs, games,
chat rooms, and video clips.

Boy Scouts Considered Most Respected Youth Organization. In a separate question,
respondents were presented with the same six “nationally-based youth development
organizations” and asked to name which group they believed was the “most respected.”
The Boy Scouts were selected by 29% of Americans surveyed—12-points higher than the
second most popular vote getter. This is somewhat reflective of the nearly unanimous
recognition the BSA enjoys across the country and the fact that the survey was conducted
just weeks after the annual Boy Scout Jamboree—an event which drew national media
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coverage.
The YMCA was next on the list with 17% deeming it “most respected,” followed by the
Boys and Girls Club (13%), 4-H (12%), and the Girl Scouts (11%) (See chart below).
Junior Achievement—the group that one-in-five Americans had never heard of—was
mentioned by just 4%.

Respondents were then given the opportunity to reveal which remaining organization, not
including their top-choice, was “also highly respected.” While the Boy Scouts still came
out on top with 22%, both 4-H (18%) and the Girl Scouts (21%) were close behind.
When totaling first and second mentions, the Boy Scouts were named by a majority of
Americans (51%). However, there was a statistical dead-heat for second place, with the
Girl Scouts (32%), YMCA (31%), and 4-H (30%) all within two-points of each other—
and within the survey’s margin of error.

Despite it’s comparatively lower name recognition, especially among younger
Americans and minorities, 4-H was considered to be an organization worthy of the
same level of esteem and confidence afforded to some of the nation’s most widely
known youth groups.

Most

Respected

Highly

Respected

Total

“Respected”

Boy Scouts of

America 29% 22% 51%

YMCA 17% 14% 31%

Boys & Girls

Club 13% 10% 23%

4-H 12% 18% 30%

Girl Scouts of

America 11% 21% 32%

Junior

Achievement 4% 7% 11%

Groups More Likely than Respondents Overall to Cite as the

“Most” or “Highly” Respected Youth Organization2

2 Demographic groups more likely to name a youth organization “the most respected” in
response to

question 8 and/or name it “also highly respected” in response to question 9
Boy Scouts of America:

51% overall

00 Men

7101 Hispanics

7101 Sub metro/urbanites

T HHI $70K+

Girl Scouts of America:

32% overall
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[0 Blacks

[ Sub metro/urbanites
[0 HHI $50K-$69K or $70K-$89K
00 Moms

YMCA:

31% overall

1] Hispanics

100 Single/divorced parents
C0 HHI $30K-$49K

[1[] 18-34 year olds

Boys & Girls Club:

23% overall

[0 Blacks

[ Metro/urban residents
[1[J Dads and Single parents
[ HHI < $50K

(101 18-34 year olds

Junior Achievement:

11% overall

[0 Blacks

[0 North Central residents
0 HHI $90K+

C10) Adults aged 55+

4-H:

30% overall

[0 Rural residents

[0 HHI < $30K

[107 Married respondents

T North-Central dwellers
(1] Respondents who were
familiar with and/or
involved in 4-H as a child

As seen in the following chart, the 4-H generation gap was also apparent in respondents’
“respectability ratings” in questions 8 and 9. Young adults (aged 18-34) were 11-points
less likely than respondents overall to name 4-H a highly esteemed youth group
(19%-30%) and 15-points less likely than their closest age cohorts, 35-44 year olds
(34%). Seniors, on the other hand, were 7-points more likely than the average American
to bestow this distinction on 4-H.

4-H Mission Resonates with Americans. At the start of this survey, many respondents
associated 4-H with agriculture and rural living or admitted they did not know much, if at
all, about the organization. However, upon hearing that: “4-H is a youth development
organization that teaches young people across America the value of leadership,
citizenship, and life skills. 4-H has chapters in all 50 states and is represented in
metro/urban,
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sub metro/urban, or rural communities,” an eye-popping 94% reported it was
“important for

4-H to continue educating young people.”

This support was both intense—71% felt it was “extremely important” for 4-H to
persist in its teaching—and widespread— no less than 91% of all the demographic
groups studied affirmed the value of 4-H. Just 2% did not feel the organization’s
mission was crucial, while a combined 5% either were unsure or declined to answer the
question.

1) Due to the overwhelming embrace of 4-H across all demographic variances, only
a few subsets stood out from respondents overall as more likely to declare the

youth group’s importance. They included rural residents, those earning $70,000-
$89,000 or less than $30,000 per year, and respondents who had been involved

with 4-H during their childhoods.

[10J Neighborhood distinctions were not as pronounced as those seen previously, as
98% of rural residents, 94% of metro/urban dwellers, and 92% of those living in the
suburbs avowed the need for 4-H to continue its effort.

Respondents who named 4-H the ""most respected nationally

based youth development organization™ in question 8 or an

organization that was ""also highly respected™ in question 9.

By age

12% 7%

15% 12% 11% 15%

18%

12%

19%

19% 19%

22%

0%

15%

30%

45%

Total 18-34 35-44 45-54 55-64 65+

Q.8-""Most Respected Q.9-""Also Highly Respected"’

30%

19%

34% 31% 30%

37%

As demonstrated by the following chart, there were some notable regional differences in
respondents’ feelings about 4-H—both in overall opinion and intensity of feelings.

7101 While those in the

North Central and

South/ South Central

regions were more

likely than most to feel
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that 4-H should
continue to help
improve the lives of
America’s youth,
residents of the
Northeast and the West
were somewhat less
likely to agree.

4-H Must Convert Shrugged Shoulders into Raised Eyebrows. When asked to rate their
desire to learn more about 4-H, half of respondents (51%) were simply not interested.3
An additional 19% indicated a mild level of curiosity—while they were not totally
apathetic, they were not engaged or excited either.

That said, the National 4-H Council

has tremendous opportunity to

educate and inform the public about

its mission to “make the best better.”

When asked to rate their desire to

learn more about 4-H, 27% of

respondents noted a high level of

interest, with a full 14% professing to

be “extremely” curious.”

3 Respondents were asked to rate their interest in 4-H on a scale of “one”—**not at all
interested” to “ten”—

“extremely interested.” Ratings of 1-3 were classified as low interest, 4-6 as medium
interest, and 7-10 as

high interest.

How important is it for 4-H to continue educating young

people across America?

71% 76% 73% 69%

64%

21% 22% 21%

23% 28%

0%

25%

50%

75%

100%

Total North Central South/ South

Central

West Northeast

Region

Extremely Important Somewhat Important

How interested are you in learning more

about 4-H and the youth development

programs it offers?
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High
Interest
(7-10) 27%
DK/
Refused
Low 3%
Interest
(1-3) 51%
Medium
Interest
(4-6) 19%

Those who were enthusiastic about learning more

about 4-H were very similar to the groups

previously identified as “opportunity targets,” due

to their general lack of familiarity with the youth

organization. Americans meeting both criteria

(i.e. high/medium interest and previously unaware

of 4-H) included:

1101 Blacks;

[ Hispanics;

1101 Parents; and,

(101 18-34 year olds.

4-H alumni also possessed a strong desire for

additional information—perhaps wishing their

children’s and grandchildren’s generations could

benefit from the experience they had during their

own adolescence.

One of the most effective ways to engage former

4-Hers to suggest the club to a new generation of

members may be to remind them of the “good old

days.” Nostalgia is extremely powerful

marketing tool and has been relied upon by

Fortune 500 brands to sell everything from cars

(the new Volkswagen Beetle to the Ford

Mustang) to soft drinks (Coca- Cola) to clothing

(Lacoste, Le Tigre).

Strategic Recommendation. Reinvigorate this group’s enthusiasm for 4-H by
reminding them of the carefree days of their youth—invoke the past to move the
organization forward. Create a section on the 4-H website dedicated to
attracting past members from across the country. Such an interactive outreach
effort will engage 4-Hers of yesteryear to spread goodwill and share the
experiences of their youth with a whole new crop of children and teens.
“Low Interest:”

51% overall

[1[) Seniors
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(101 Whites

U] Non-parents

1100 North Central residents
“Medium Interest:”

19% overall

[1[] 18-34 year olds

C1 HHI $30K-$69K
“High Interest:”

27% overall

1101 Blacks

1] Hispanics

(1) 35-44 year olds

[0 HHI < $30K

[ Parents

101 Those involved with
4-H as children
Demographic groups more
likely than respondents
overall to express

in learning more about 4-H
the polling company™, inc. for The National 4-H Council 12
Analysis of Findings from Survey of 1,002 Adults Nationwide
August 2005

Key Conclusions

[ Among national youth organizations, there is a direct nexus between awareness
and esteem. The challenge for the National 4-H Council is not to convert and
convince, but to educate and engage. When combining the 13% of respondents

who had never heard of 4-H with the 8% who said they knew of the group but had no
opinion of it, approximately one-in-five (21%) Americans are unaware of what they
might gain from pledging their heads to clearer thinking, their hearts to greater

loyalty, their hands to larger service, and their health to better living.

(107 Despite the fact that a majority of present-day 4-H members are not from rural
areas, for many Americans, agriculture and other accoutrements of country living
remain the most salient association with the organization. To reach out to

the audiences which provide 4-H the greatest opportunity to expand its reach—
namely, minorities, young adults, metro/urban residents, and parents with school-aged
kids—it is important that they see the organization as relevant to them. Re-brand 4-H
as a truly “evergreen” organization by promoting the its utility for people interested in
everything from web design to water sports, fitness to finance, and leadership to
literacy.

1100 The Boy Scouts, the Girl Scouts, and the YMCA—arguably the nation’s most
successful youth groups—have all managed to integrate themselves into the

fabric of America’s culture. In order for 4-H to achieve the widespread recognition
and favorability enjoyed by these groups, it must do the same. The first step in that
process is increasing the visibility of the organization through an aggressive public

69



relations campaign that includes everything from a new website, to national
sponsorships of sporting events and concerts, to television and print commercials that
reach both potential members and their parents.

(1] Conquer the generation gap by communicating with young adults and teens in
their native tongue—technology. The survey findings indicate that there was a
definite lack of awareness and engagement with 4-H among members of Generations
X and Y. While the trust and admiration of senior citizens is certainly a positive
endorsement, young adults (aged 18-34) and teens are the audience to which 4-H has
the most to offer. Unlike those who came before them, these Americans rely on the
Internet as their main source of information. To them, if it isn’t on the web, it simply
doesn’t exist

(10 Past is prologue—4-H Alumni may prove to be an incredibly useful tool for
engaging new members and generating goodwill among current 4-Hers. The
legacy and history of 4-H remain a vital part of its future. Nostalgia is a particularly
effective marketing tool for the Boomer generation who recall their youth as an
idyllic phase of their lives. By harnessing former 4-Hers’ fondness for the past, the
organization can enlist them to promote its future.
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